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ADVERTISER'S WEEKLY Q)?.. | NATIONAL PUBLIC SPEAKING 
—s CONTEST—FIRST RESULTS 


Advertiser's 
Weekly 


THE ORGAN OF BRITISH ADVERTISING 


takes a great step 


FORWARD! 


Present A.B.C. figure July-Dec., 1949 is 


,666,292 


—a firm, audited increase since last June of 
more than a third of a million extra sales every 
week! And the demand far from satisfied ! 
Now watch WOMAN. A great new world 
record sale is in sight. Ring us now about your 
plans. 


PHILIP EMANUEL, ADVERTISEMENT DIRECTOR, ODHAMS PRESS LID., 96-98, LONG ACRE, LONDON, W.C.2 ALL-ROUND VALUE AND A SQUARE GU4®ANTEE FOR A STRAIGHT ne 
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MECHANISED 
SILK SCREEN 
/ PRINTING 

y 


DISPLAY 
GRAGPT Le/ 


NO COLOUR BLOCKS REQUIRED 
SMALL MAKE-READY COSTS 


RING BRI 7871 (4 LINES) 
88 ACRE LANE LONDON S.W2. 


Industrial 
Publicity 


Sin,—There must have been 
many other ADVERTISER'S 
Weexkcy readers who turned from 
enjoying your last “T. K. Nichol” 
article oaly to read with that 
momentary incomprehension of 
shock the report of your contri- 
butor’s sudden death which ap 
peared on another page 

Only a little time before, I had 
listened to and watched “T. K 
Nichol” arguing his unorthodox 
views on technical advertising 
before a deeply interested but by 
no means uncritical LA.M.A 
audience. 1 shall not easily for 
get the quiet, persuasive, almost 
stolid manner with which he care- 
fully propounded his heresies, 
and then sat back with a blandly 
innocent expression to await the 
githering storm of vehement pro 
test. 

it seemed to me then, he was 
deliberately teasing deliberately 
provoking because he wanted to 
rouse something much more than 
polite response and question. He 
concerned himself so obviously 
and sincerely in the fields of trade 
and technical advertising that he 
yearned to quicken other minds 
if necessary through aggressive 
outraged reaction——-to wider in 
terest, closer re-examination and 
deeper appreciation of that ad 
verlising, its progress, its prob 
lems and its expanding future 

Those whose daily work lies 
in these advertising territories 
must deplore the untimely pass 
ing of “T. K. Nichol,” and they 
will miss the knowledgeable and 
probing pen that ADVERTISER'S 
WEEKLY Was quick to recognise 
ind publish, to advertising’s great 
advantage 

It is hoped the feature devoted 
to Trade and Technical matters 
will be continued and developed 
because that advertising is the 
f industry, and it is of 
importance in these 


voue < 


profound 


70 Fass 


LETTERS 


EDITOR 


—— —_ - ss 


days that industry's voice is kept 
sound and very strong 

Many would prefer a wider 
term of description than trade 
and technical advertising because 
managements (and labour, too, 
for that matter) throughout all 
branches of industry, trade and 
commerce are coming to appre- 
ciate the wider implications of 
serious publicity in developing, 
expanding and safeguarding their 
business and livelihood. It is not 
easy to find a short comprehen- 
sive descriptive term, but one 
suggestion would be simply “In- 
dustrial Publicity.” 

Industrial Publicity would 
cover much more than making 
knowa services and goods up to 
the pomt where the more spec- 
tacular Consumer Advertising 
takes over. It would embrace 
new conceptions of publicity in- 
side the works and factories of 
manulacturers as well as the 
more generally seen advertise- 
ment series in the industrial, 
trade, technical and specialised 
papers, and the provision of news 
and information to those papers 
It would include the contempor 
ary production of scientific, tech- 
mical and sales publications which 
constitutes an often under- 
estimated proportion of the pub 
licity expenditure and effort of 
many firms. It would also com 
prehend the important part 
played by exhibitions and dis- 
play in many major publicity 
campaigns. It would take in the 
growing use of cinematography 
and photographic methods of 
record and illustration. It would 
cover the significant attention de- 
voted by many leading firms to 
educational publicity in ail senses 
of that description 


F.B.L. President 


Ihe value to intending ex 
porters of the Export Credits 
Guarantee Department was 
referred to by Sir Robert 
Sinclair, president, Federation of 
British Industries, in a luncheon 
talk on Some Aspects of our 
Economic = Situation to the 
London branch of the Incorpor 
ited Sales Managers’ Association 
it Connaught Rooms on Wednes- 
day of last week 


There is, as “T. K. Nichol”, an 
engineer himself, felt so sensi- 
lively, a strange lascinalion 19 in- 
dustrial publicity quite distinct 
and different from the excitements 
of consumer advertising. Here is 
no mass market to titivate and 
cajole, no adventitious attraction 
to seek for, but usually a rela 
tively smal] number of men who 
buy on specificaion and fact, 
price and delivery (and precious 
little else) as the Maximum num 
ber of potential customers 

The preparation of industrial 
publicity in whatever shape it 
takes demands above all] else im- 
peccable accuracy, with meticu 
lous observation of essential de 
tail a very close second. It brings 
to those engaged in the work tne 
opportunity ol seeing the creation 
and complicated manufacturing 
sequences of all those amenities 
and necessities of modern living, 
the processings ol raw materials 
and all the interstages of produc 
tion right up to tne always ad 
vanecing levels of scientihe and 
technical progress. It brings the 
advertising man into intimate 
contact with new realms and 
wealths of knowledge, and also 
into close contact with those arch 
sceptics of publicity, the scien 
lusts, technicians and engineers 
the most exacting, Most cxasper 
ating and, for ali that, the most 
wortnwhile people with whom to 
wor 

1 hope that ADVERTISER'S 
Weearty will devote increasing 
attention and expanding space to 
anything and everything compre 
hended in the term Industria! 
Publicity. 

bt. G. FIELDING, M.LA.M.A 
10 The Lagger, 

Chalfont St. Giles. 


.] . al ‘’ ‘ 
Praises E.C.G.D. 

Sir Robert, who is a member 
of the Dollar Exports Board and 
chairman, Imperial Tobacco Co., 
did not believe that we should 
take too seriously the “Seattle 
incident” (the rejection of a 
British tender for equipment, 
although it was the lowest), When 
its implications were fully 
realised, he believed it would 
redound to the benefit of the 
British exporter 
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SAVES 
TIME 


MECHANISED 
SILK SCREEN 
PRINTING 


, DISPLAY 
CRAPT Ltd 


LONG OR SHORT RUNS 
ACCURATE REGISTRATION 


RING BRI.7871(4LINES) 
88 ACRE LANE LONDON SW2. 


NORMAN KARK ART 
EXHIBITION 


Norman  Kark 
Ltd., feeling that an artist is 
frequently unable under ordinary 
working conditions to give of his 
best, are organising an exhibition 
of fine art work by members of 
the Press and advertising pro- 
fessions, when the work the 
artists consider to be their finest 
may come under the judgment 
of a small selection committee 
headed by Sir Russell Flint, the 
President of the Royal Society 
of Painters in Water Colours, 
and Sir Philip Hendy, Director 
of the National Gallery. 

Entries are restricted to direc- 
tors, executives and staffs of 
firms in the Press and advertis- 
ing business, and to free lance 
artists who have accepted com- 
missions in this field. The exhi- 
bition will be at the Conduit 
Street premises of the Society of 
Painters in Water Colour from 
April 3—-12, and dates of sub- 
mission and the number of en- 
tries allowed each person will be 
announced later 

Three prizes of £50, £30, and 
£20 are offered, and winning 
entries will be published in 
Courier art section, the purpose 
of which this exhibition is de- 
signed to supplement The 
organiser is Miss Doris Richard- 
son. 


Eacthourse Asks 
For More 


Eastbourne Publicity Commit 
tee has agreed to ask the Council 
for a 3d rate (the maximum 
permitted) for the financial year 
1950/51 Their recommendation 
is subject to the approval of the 
Finance Committee, and to the 
meeting of the Town Council in 
March. 

Before the war Eastbourne 
spent rather less than a I}d. rate 
on publicity (the maximum at 
that time) A twopenny rate 
was approved in 1947 
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* MORE THAN 131,000 COPIES DAILY 
% Inch Rate LESS than 2d. per 1000 
* “Goes Home” to ALL Income Groups 


LONDON OFFICE: 80 FLEET ST.. E.C.4 Tel. CiTy 4975 
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COW & CATE 
Look 


A straight appeal to mothers? What better place for it than 
Britain's largest family magazine with well over a _ million 
net sales per week. Twelve Royal Babies to date have been fed 
on Cow & Gate. But Central Advertising Service have many 
other right royal reasons for putting Cow & Gate in JOHN BULL. 
They know, for instance, that with JOHN BULL on their schedule 
they're assured of full family coverage, and that when marketing 


anything on a truly national scale there is no substitute for 


; ; p bo. , 
. ¥  § 
: A.6.c 8. ; 


Britain's Family W eekly 
OVER A MILLION NET SALES EVERY WEEK 


PHILIPS EMANUEL, ADVERTISEMENT DIRECTOR. ODHAM® PRESS LTD, 96-08, LONG ACRE, LONDON. WC 2 ALL-POUND VALUE AND 4 SQUARE GCUABANTER FOR 4 fTRAtoMT LOE . 
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If your appeal 
is to 
young mothers 


WOMAN'S 
OMPANION 


is your best-selling medium 


HATEVER your product—if it appeals to the 

younger housewife with a growing family, then 
Woman’s Companion will help you sell more for 
every advertising pound. For this truly companionable 
Weekly has a hundred-per-cent feminine circulation 
and influence. Its editorial has always been 
directed towards mothers with young children. 
That is why it has long been a proved business-getter 
for both national and mail order advertisers. 


an A-P pusiication + 3° WEEKLY 
ADVERTISEMENT PAGE RATE £65 
CHAS. E. MANDER, Advertisement Director 
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THURSDAY, FEBRUARY 9, 1950 


London Conference 
Of Young 
Newspapermen 


AGENT TELLS THE “NON-NATIONALS” 
HOW TO HELP AND ENCOURAGE 
ADVERTISERS BY BETTER PROMOTION 


The effect of advertising on commodity prices and its 
to a changing public; the newsprint outlook for 1950; and the 
promotional assistance that local newspapers could render to 


the advertiser, the retailer, and the agent, were among the 
subjects ventilated during a 
conference of the Young News- 


papermen’s Association in 
London on Monday and 
Tuesday. 

Some fifty members, present 
at Simpsons-in-the-Strand, on 
Monday were welcomed by 
Mr. Marcus E. Tillotson (Bolton 
Evening News), president 

“What is the effect of adver- 
tising? " and “ Who buys adver- 
tised goods?” were the two 
questions considered by Mr. 
Leonard Fletcher, information 
officer, the Newspaper Society, 
in a talk entitled “ Behind the 
Advertising.” 

It had, said Mr. Fletcher, been 
claimed for half a century in this 
country that advertising chea- 
pened goods by increasing the 
demand for them and so reduc- 
ing the overhead charges. But 
we had left it to Australian 
advertising agents to prove the 
truth of this statement 

They had investigated the sell- 
ing prices in 1928 compared with 
1948 of 210 advertised lines and 
112 unadvertised lines. They had 
found that the price of advertised 
goods had increased 119-88 per 
cent, whereas with exactly the 
same problems confronting them, 
including the same increase in 
the cost of production and cost 
of raw materials, the manufac- 
turers of unadvertised goods had 
increased prices 186°52 per cent 

Discussing the composition of 
the buying public. Mr. Fletcher 
said that that 85 per cent of 


household buying was done by 
the housewife. But a _ recent 
research, quoted by the Advertis- 
ing Bureau of New York, into 
the buying habits of American 
people, showed that 55 per cent 
of the consumer goods purchased 
were bought by men and 4 per 
cent by children. 

In America to-day men were 
buying a larger proportion of 
women's goods, including cloth- 
ing, toilet preparations, drapery 
and kitchen ware, than a decade 
ago. Men and women shopped 
together more frequently than 
they did a decade ago. All the 
marketing research in the world 
might not show this trend, which 
could have an important effect 
on buying habits. 

Who decided what should be 
purchased? In America women 
had 25 per cent of the voice in 
regard to their husbands’ pur- 


(Keystone photo 


Left to right: W. T. Curtis-Willson, H. L. Haworth, Eric L. Thomas, 
Lt.-Col. R. A. C. Radcliff, Marcus Tillotson, F. Herbert Grime, 
John Swallow, M. H. Rowntree, M. Robinson. 


chases of clothing, but children 
had a larger voice in the purchase 
of their own clothing than their 
father had in the purchase of his 

This was a point which was 
entirely new to both sides of the 
Atlantic 

A point that required attention 
in every newspaper office, con- 
tinued Mr, Fletcher, was the 
ability to help advertisers— 
usually local retailers—to make 
the best of the advertising space 
they had sold. At least one 
member of every advertisement 
staff should be specially trained 
so that he could give expert 
advice on the use of space sold, 

Some aspects of the work of 
the Printing, Packaging, and 
Allied Trades Research Asso- 
ciation were outlined by the 
Association's technical officer, 
Mr. G. S. Soudy 

In the absence of Mr. F. P. 
Bishop, general manager, News- 
print Supply Company, a talk on 
the newsprint situation was given 
by Mr. G. S, Somerset, secretary, 
Newsprint Rationing Committee. 
(Continued on page 253) 


CONTENTS PUSTERS: 
NEW RULES 


The Board of Trade 
announce that from Febru- 
ary 13 printed posters showing 

or regular features 
and serials are to be permitted 
without restriction, 


Written posters can still be 
used without restriction as to 
content. 

These are given 
the Control of 
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Sheffield Council’s Move To Control 
Shop Window Ads. 


LITTLE CHANCE OF PROPOSALS BEING 
ACCEPTED BY PLANNING MINISTRY 


First move towards the con- 
trol by local authorities of shop 
window advertising has been 
taken by Sheffield City Council. 

At its meeting last week the 
Council decided to ask the Asso- 
ciation of Municipal Corpora- 
tions to see if the Ministry of 
Town and Country Planning 
would agree to the proposal. 

That it would make Sheffield 
look ridiculous was contended by 
Ald. E. G. Bearcroft (Con.-Lib.), 
who moved the reference back of 
a Town Planning Committee 
minute which urged that the 
regulations controlling advertise- 
ments on the outside of buildings 
should be extended to include 
notices inside windows. He pro- 
tested that it was no part of the 
Council's business to tell traders 
how best they could display their 
wares to the public. 

Councillor S. E. Furey, sup 
porting him, said that the pro 
posal would mean that every 
shopkeeper in the city would be 
compelled to apply to the Plan- 
ning Committee before changing 
his window displays. 

Ald. C. W. Gascoigne (Soc.) 
said that all that was sought to 
do was to draw the attention of 
tie Association of Municipal 
Corporations to the fact that 
there was a way of getting over 
the Regulations by putting on 
the inside of a building advertise- 
ments not approved for the out- 
side. There was no intention to 
stop people putting up what they 
liked inside their premises, but 
the committee aimed to control 
such cases as one they had in 
mind. 

Councillor J. W.  Sterlang 
(Soc.), Town Planning Committee 
chairman, disclaimed any inten- 
tion of interfering with window 
advertisements in general 

The amendment to refer back 
was defeated by 54 votes to 28 

Opinion in informed quarters 
this weck was that there was 
little chance of this proposal 
being accepted by the Ministry 
When the Control of Advertise 
ments Regulations were being 
considered between the Ministry 
and the outdoor advertising 
industry, the question of shop 
window advertising was dis- 
cussed, and the possibility of 
advertisers transferring to the 
inside of their windows what they 
were not permitted to put outside 
was envisaged 

The Ministry view at the time 
was that it would not be practic- 
able to interfere with what a 
man did with his windows. 


The National Cash Register 
Co., Ltd., organised a five-day 
exhibition at Manchester last 
week 


| 


At a luncheon given by the 
“Daily Mirror’ and “Sunday 
Pictorial” recently to space 


buyers, guests wore badges. Here 
John F. E. Coope, advertisement: 
director, autographs the badge 
of Miss R. Needs, of the C.Od 
while A. E. Higes. “Sunday 
Pictorial” assistant advertisement 
manager, looks on 


£60,000 A Year 
Offered For 
Transport Ads. 


Glasgow Corporation Trans- 
port Committee on Monday 
agreed to recommend that com- 
mercial advertising be permitted 
on trams, buses and the under- 
ground. This represents a break 
with tradition, and has still to 
be approved by the Corporation, 
which will meet next Thursday. 

Under the proposal a national 
advertising agency is to buy space 
on trams, buses and trolleybuses 
at an annual rent of over £60,000. 
The firm is also to be given the 
option on letting space on the 
Underground 

The contract is on a percentage 
basis and guarantees the Trans- 
port department a revenue of 
£301,000 over a period of five 
years. If the venture is success 
ful the Corporation may receive 
more than this 


L.E.N.S. Luncheon To Roger Falk 


The Indian & Eastern News- 
paper Society gave a luncheon 
at the Waldorf Hotel last Thurs- 
day in honour of Mr. Roger Falk 
formerly managing director of 
D. J. Keymer & Co., Ltd., on his 
appointment as director general 
of Betro. 


Sir Stanley Reed, M.P., presi 
dent, paid tribute to Mr. Falk 
for his work in promoting adver- 
tising of British goods in India 


The toast to Mr. and Mrs Falk 

was proposed by Mr. | 

Matters (chairman) 
Mr. Falk said that 


his new 


G.L.G.P. SILVER 
JUBILEE 


The Silver Jubilee of Greater 
London's Greater Press was cele- 
brated at a party at the Savoy 
Hotel on Tuesday organised by 
Mr. S. V. Morrish, London ad- 
vertisement manager. Proprietors 
of member newspapers and their 
families were entertained 

The Newspaper Society was re- 
presented by Mr, H. R. Davies, 
director, who proposed the toast 
of G.L.G.P. Mr. John S. King. 
G.L.G.P. chairman, responded. 

Mr. F. Herbert Grime, presi- 
dent of the Newspaper Sociefy. 
was at the last moment prevented 
from attending the party In a 
congratulatory message he wrote 

“Greater London's Greater 
Press was, unquestionably, a fine 
conception and the celebration 
of its Silver Jubilee is a matter 
of sincere congratulation—not 
only to its founders but also to 
all who have been responsible for 
its success.” 


duties would in no way diminish 
his interest in furthering trade 
Asia-wards; be looked forward to 
continued close association with 
the LE.N.S. for many years. 


Mr. Douglas Shaw proposed 
the toast to “the other guests” 
which was responded to by Mr 
Leslie Gamage, chairman of the 
Council of Betro. and sup- 
ported by Mr. Norman Moore, 
chairman of D. J. Keymer & Co., 
Lid 


Other guests included Messrs. 
Kenneth (¢ Keymer, director, 
D. J, Keymer & Co., Ltd; Lt- 
Col. L. J. Barley, chairman 
executive committee, Betro; 
Drummond L. Armstrong, direc- 


tor, Advertising Association; 
George Church, director, A 
Robertson, managing director, 


W. A. Wilford, director, D. J 
Keymer; A. J. Jones, director of 
research, Betro; A. Carr, secre 
tary, D. J. Keymer & Co 


Among the 70 guests at the house warming party given by “Sport” 
last week in their new premises at 149 Fleet Street were (left to right): 


A. Osborne, A. Gibbs, 


J. H. Barnett. C. 
and S. J. Silver, advertisement director. 


FPepauary 9, 1950 
. 
Derbyshire 
. ‘ 
Special Area? 
Derbyshire County Council 
has been considering applying for 
an order designating certain areas 
in the County as special areas 
under the Control of Advertise 
ment Regulations, 1948, and has 
had consultations with members 
of the Outdoor Advertising 
Industry Advisory Committee 
The Committee has suggested 
certain amendments, which, it is 
understood from the County 
Council, indicated that the Com- 
mittee was not unfavourable to 
the proposals. Certain differences 
of sprinciple may arise, however, 
and the matter may have to be 
decided at a public inquiry con- 
vened by the Minister of Town 
and Country Planning. 


“Daily Dispatch” 
Golden Jubilee 


The Daily Dispatch, Manches- 
ter, celebrated its 50th birthday 
on Monday with a special 10-page 
golden jubilee issue 

A front-page story, headed 
“We are 50 years old” carried a 
goodwill] message from Viscount 
Kemsley, who wrote: “The story 
of the growth of the Daily 
Dispatch is the story of the de- 
velopment of Manchester and 
the great industrial North-West.” 
Inside, three pages told the “Fifty 
Years’ Story,” and carried 
many goodwill messages from 
leading personalities, 

Mr. F. Herbert Grime, presi- 
dent, Newspaper Society, wrote: 
“It is a national newspaper with 
a Lancashire accent, and we 
Lancastrians are proud of it and 
its integrity and purpose.” 

Some of the advertisements re- 
called that the firms in question 
advertised in the first issue of the 
Daily Dispatch. 


Town Crier Publications, of 
Dundee, have produced the 1950 
official holiday guide for Whitley 
Bay. This contains 56 pages plus 
covers, including 37 of advertise- 
ments 


W. Hibbitt, 


Syd Harris, 
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More 


with (left) H. C. Norris, S. ¥ 
4. F. Jormes, with 


Polly Ward, who topped th 


Organisers were § 


More American Buyers 


Expected At B.LF. 


A SO per cent increase in 
American and Canadian buyers 
is expected at this year’s British 
Industries Fair, May 8—19, 
which will be the biggest yet 
More than 3,000 exhibitors will 
occupy one million square feet of 
space, at Olympia’ and Earl's 
Court, and at Birmingham 

Last year there were 784 
buyers from the United States 
and 424 from Canada; the total 
this year, from more than 100 
countries, will again be about 
15,000. 

A special publicity campaign 
has this year been undertaken for 
the B.LLF. in North America 
Advertising agents have for the 
first time been appointed in New 
York (Hewitt, Ogilvy, Benson & 
Mather, Inc.) and American tech 
nique has been applied to Press 
advertising and direct mail pro- 
motion 

No single trade or industry has 
been selected for special empha- 
sis this year. Textiles and cloth- 
ing were featured last year, and 
in 1947, but the Textile Working 
Committee on Exhibitions and 
Fairs decided to conserve their 
energies this year in order to 
stage an exceptional presentation 
at the B.1.F. in 1951, the Festival 
Year. 

A number of 
will be more strongly repre- 
sented than ever before, trade 
associations in stveral cases play- 
ing a Vigorous part in their 
organisation. Exceptionally well 
represented sections at the 1950 
B.1.F. will include 

Civil Engineering, at Birming- 
ham. There will be 26 exhibitors 
occupying 66,000 square feet 


Eve-of-Poll Ads. To 
Catch Voters 


Parliamentary candidates in 
London and the Home Counties 
are being invited by The Star 
to insert messages to voters in the 
classified advertisement section on 
the eve-of-poll, February 22. A 
Suggested message would occupy 
three lines, and cost 15s. a line 


other sections 


Organised by the Federation of 
Manufacturers of Contractors’ 
Plant This will be the largest 
display ever seen at a B.LF. of 
civil engineering equipment 
specially designed for the task of 
opening up and developing the 
virgin areas of the world 


Printing Machinery, at Earl's 
Court. There will be 49 exhibi- 
tors occupying 28,000 square 
feet. Organised by the Associ- 
ation of British Manufacturers 
of Printing Machinery 


Office Appliances, at Olympia 


and (right) 
cabaret 


than 300 members and guests attended the annual gala of the Aldwych Club, held last Friday 
when the principal guests were Lady Helen and the Hon. Lionel Berry 
Morrish and John M orrish 
their guests. 
Freeman, and is appearing in “Me and My Girl 


Picture shows two of the tables 
E. J. Hayes, A. Preston and 
bill, is the wife of Robert 
Morrish and F. H. Simmonds 


There will be 96 exhibitors occu 
pying 25,000 square feet. Organ 
ised by the Association of British 
Business Equipment Manufac- 
turers Ltd. and the Office Appli- 
ance Trades Association of Great 
Britain and Ireland 

Jewellery, Clocks and Watches 
Silverware. Cutlery, at Olympia 
There will be 223 exhibitors 
occupying 36,000 square feet 
Organised by a special joint 
committee of the industries, 
known as the National Hall 
Committee, with the British 
Jewellers’ Association acting as 
secretariat. Other industries are 
Toys and Games, Sports Goods 
and Stationery and Publishing 

At the Commonwealth section 
at Earl's Court, there will be 21 
exhibitors occupying 7 000 square 
feet. 


Irish Publisher Wants British 
Ads. To Be Taxed 


tariff on the 
tisements carried in British publi- 


An Irish adver 


cations sold in Eire, has 
suggested by a member of 
Publishers’ Group of the 
Master Printers’ Association in a 
recent survey of “the anomalies 
of the present position.” 

Irish firms whose parent houses 
are not in Britain are at a dis- 
advantage he suggests. because 
when the parent firm is in Britain. 
its Irish house benefits from 
“overflow” advertising carried in 
British papers circulating in Eire 


Too Much Spent On 
Govt. P.R. — Eden 


‘Do we need to spend £16 mil 
lion a year on government pub- 
licity?” asked Mr. Anthony Eden. 
in a party political broadcast on 
Monday. “Do we need to spend 
ten times as much as we did 
before the war on posters and ad- 
verusing’ And how about the 
£10 million on government print- 
ing and stationery? Surely there's 
room ‘or economies here.” 

In the Conservative election 
pamphlet This is the Road, under 
the heading “Waste and Extra- 
vagance™ appears “There is also 
plenty of scope for retrenchment 

to give only a few examples 
in public relations and informa- 
tion services.” 


been 


larifis suggested are: Id. per 
copy on periodicals containing two 
pages or less of advertising; 2d 
two to four pages; 3d. four to 
six: 4d. six to erght, Sd. eight to 
ten, 6d. ten to twelve; Is. over 
twelve pages of advertising 


Roger Falk Meets 
A. G. Bottomley 


Mr. Roger Falk, director 
general of Betro, has met Mr 
A. G. Bottomley, secretary for 
overseas trade, and discussed 
how Betro could serve British 
exporters, with particular em 
phasis on the dollar drive 

Mr. Falk handed Mr. Bottom 
ley a copy of the survey upon the 
suitability of British packaging 
in the Canadian market recently 
commissioned by the Board of 
Trade. This survey will be made 
available in due course. 


CHURCHILL TO SPEAK 
FOR JOHN RODGERS 


Mr. Winston Churchill, whose 
home is at Westerham, in the 
Sevenoaks Division of Kent, has 
provisionally promised to speak 
at Sevenoaks on Saturday in sup- 
port of Mr. John Rodgers, the 
Conservative candidate Mr 
Rodgers is a director of the J 
Waiter Thompson Co., Ltd 


ADVERTISER'S WEEKLY 
Ads. Again In 
‘London CalJing’ 


London Calling overseas 
yournal of the B.SC hitherto 
sold only on a subscription basis, 
will be distributed throughout the 
world through trade channels as 
from February 23 

From the same date, the 
journal will again carry advertis- 
ing. as it did before the war. £50 
will be charged for full page 
ordinary positions, and there 
will be special positions at ap 
propriate rates 

Distribution will be increased 
immediately to 23,000-25,000, this 
being a provisional figure based 
on the previous circulation of 
16,000 subscriptions 


How Papers Used 
. 
Extra Newsprint 

Up.to and including February 

the undermentioned London 
dailies and evenings printed the 
number of extra pages stated, by 
taking advantage of t 
additional newsprint allowed them 
during the current § rationing 
period 

Daily Express 

Daily Herald 

Daily Mail 

News Chronicle 

Evening News 

Evening Standard 

The Star 

The above figures take account 
of one or two large issues during 
the week after Chrisimas, not 
allowed for in the table published 
last week 

Both The Times and the Daily 
Telegraph have published a 
number of larger issues 


N.U.J. Resolution On 
Advertisers’ Influence 

Sheffield branch of the 
National Union of Journalists 
has tabled a resolution for the 
annual delegate meeting of the 
N.UJ.. to be held at Bath in 
April, saying “In view of the 
possibility of a further increase 
in the size of newspapers, the 
National Executive Committee is 
asked to examine carefully the 
influence of advertisers on news 
columns, and in particular the 
purchase of space in news 
columns.” 


Morrison To Attend 


Sign Makers’ Dinner 

Mr. Herbert Morrison is to be 
the principal guest at the annua! 
dinner and dance of the Master 
Sign Makers’ Association, to be 
held at the Dorchester Hotel on 
March 10 


Editorial work on 
nationalisation campaigns 
handied by Aims of Industry 
(water. sugar, meat, and a little 
for cement) is continuing for 
mally despite the dissolution of 
Parliament, a spokesman said on 
Tuesday 


the anti 
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ADVERTISER'S WEEKLY 
CLUB NEWS 


Aberdeen Holds Inaugural Dinner 


Scotland should have at least 
six active publicity clubs, said 
Mr. Arthur Chadwick, chairman 
of the club extension sub- 
committee of the Advertising 
Association, speaking at the 
imaugural dinner of the Publicity 
Club of Aberdeen, last Thursday. 

He asked for help in forming 
clubs in Edinburgh, Dundee, 
Paisley and Inverness 

Mr. Harry Webber, chairman, 
said, “] hope in the not distant 
future, that Glasgow and Aber- 
deen will be joined by clubs in 
our other Jeading cities 

‘Among many other things, a 
strong club movement will help 
to hound out of business bucket 
shop firms and their employees 
who operate under the guise of 
advertising organisations and 
besmirch the name of the pro- 
fession, quite apart from extract 


Aberdeen dinner, left to right 
Hainsworth, Miss f 


M. Riddler, 


ing considerable sums of money 
from the unsuspecting.” 

The company included the 
hon. president, Lord Provost 
Duncan Fraser, Mr. R. N. Mac- 
donald Menzies, president of the 
Publicity Club of Glasgow; and 
Mr. W. H. Hamp Hamilton (vice- 
chairman, Club Development 
Committee), Glasgow 

Mr. Menzies, Glasgow presi 
dent, proposed “The City of 
Aberdeen,” replied to by Lord 
Provost Duncan Fraser Our 
Guests” was proposed by Mr 
Bruce Farquhar, vice-chairman of 
the Club 


Cash prizes were presented by 
Miss Patricia M. Ward, chairman 
and publicity officer, Manchester 
Publicity Association Junior Sec 
tion, at a table tennis tourna 


ment held on January 31 


: 34 > ton 
(Photo by Bon-Accord, Aberdeen 
back row, W. Barr, J. D. Gill, J. R 
J.C. §. Gibb, J. Robertson, R 


Macdonald Menzies, W. Hamp Hamilton, §. M. Nicholl; front row, 


Bruce Farquhar, R. Kay, D. D 
Harry Webber, 


Law 
Arthur Chadwick, 


Lord Provost Duncan Fraser 
O. J. R. Presslie 


At the annual dinner-dance of the Birmingham Publicity Association, 


last week, attended by 


visitors from the Leicester Publicity 
Ald. J. € 
a ¢ 


Clayson, J. C. Longley, 


Keene (president), Mrs 


4t London Publicity Club 
George Warden, J. S. Maywood, L 


250 members and friends, 


Left to right 


including some 
{ssociation. Left to right: E. M 

Burman, Mrs. B. J. Keene, B. J 
Burman, F. L. Johnson 


[Keystone photo 
F. E. Preston. G. R. Pope 
R. Cannar, W. H. Gollings 


“TIME TO 
ADVERTISE” 
“Announcer,” magazine of the 


Publicity Club of London, is 
devoted to a of 


vertise” from “Advertiser's 
Weekly,” January 19. The 
argued that there was 


stop or cut down Press adver- 
tising during the 
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Suicide Not To 
Advertise 


Mr. Edward Stuart, chairman 
of Liverpool Publicity Associa-] 
tion and central publicity mane- i 
ger for Lewis's Ltd., speaking on 8 
the “Necessity of Advertising 
and Display” to the Tobacco 
Trade Travellers Association{ 
(Merseyside branch) in Liverpool] 
last week, said that it is business] 
suicide not to keep your namej 
before the public. 

Comparing the advertising of 
proprietary goods with retail§ 
store advertising, he pointed out 
that things like cigarettes were 
virtually pre-sold because of the 
constant repetition to the public 
of a brand name, but the adver i 
tising of household goods 
demanded a different technique 


“TIMES” CLASSIFIED REFLECT 
STATE OF THE NATION 


“You can judge the state of 
the country by the back page 
of The Times and the things 
advertised on it,” said Mr.G. R 
Pope, assistant manager of The 
Times, when, at the meeting of 
the Publicity Club of London, at 
the Waldorf Hotel on Monday, he 
headed a team of three speakers 
whose subject was the classified 
section of The Times 

The other speakers were Mr 
J. S. Maywood, chief of the In- 
telligence and Index departments 
of The Times, and Mr. L. R. 
Cannar, classified advertisements 
manager 

Mr Pope illustrated tthe 
humour and the tragedy to be 
found in small advertisements on 
the front page of The Times; he 
quoted advertisements—some un- 
published—which showed the 
depth to which the “small ads” 
in The Times penetrated into the 
lives of the people. He quoted 
an American journalist, who 
wrote “ . Wherein the British 
people continue to expose their 
needs, their hopes, their wants, 
their fears, and sometimes too, 
the beating of their hearts.” 

Over the whole of Britain, he 
said, display advertising ac- 
counted for WW per cent and 
classified 10 per cent, of news- 
paper revenue in provincial 
dailies classifieds brought in 13 
per cent and in suburban and 
weekly papers, 1S per cent. The 
percentage was much higher in 
The Times and the Daily Tele- 
graph 

Mr. Pope discussed the chief 
major classifications of small ad- 
vertisements in The Tines, and 
described efforts taken to safe- 
guard readers against misleading 


advertisements, intentional and 
unintentional 
Every day some attempt was 


made to use the = classified 
columns of The Times by crooks, 
but Mr. Cannar kept in close 
touch with Scotland Yard, with 
good = results Mr. Pope also 
praised the work of the Adver- 
tisement Investigation Depart- 
ment of the Advertising Associa- 


tion, which had helped them tof 
combat bogus advertising i 

Mr. Maywood gave an histori 
cal survey of The Times, with 
reference to its advertisement 
section. The first full-page adver 
tisement appeared in 1829, and 
in 1834 there was a four-page 
advertisement 

Names famous in the history 
of publicity. as well as of The 
Times, recalled by Mr. Maywood 
included H. E. Hooper, Thomas 
Russell, Hart, Anderson, Blackett 
Howe, Warburton, Harcourt 
Kitchen, Eric Field, Pemberton 
J. C. Akerman, Wynn Williams 
F. P. Bishop, Hopkinson, Town 
send and J. E. Beer 


Not Enough” 


“Advertising photography has 
changed considerably in the last 
25 years,” said Mr. Charles Wor 
mald, president of the Institute of 
British Photographers, in an 
address to the Publicity Club of 
Portsmouth and Southsea last 
week 

“To be able to use a camera 
is Not a sufficient qualification for 
the commercial photographer of 
to-day He must have a lively 
mmagination; be able to interpret 
the ideas of his clients, and to 
glamorise, dramatise and impro 
vise,” said Mr. Wormald 

Photographic slides used to 
illustrate the address showed how 
the most abstract needs of some 
advertisers had been satisfied by 
the use of imagination and in 
genuity 


3,000 Cinemas ill 
Show Ad. Films 


Of 4,800 cinemas in_ this 
country, visited by 28 million 
people, 3,000 would take adver 
tising films, said Mr. Robert 
Mantel, London manager of 
Pinschewer Films Ltd. (Switzer 
land), when he addressed the 
Advertising Club of Oxford last 
week. 
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Public S$ 


peaking Contest 


Off To A Good Start 


The National Public Speaking 
Contest is proving very popular 
and has got away to a good 
start, Commander Alan Robert- 
son-Macdonald, chairman of the 
Club Development Committee 
and national organiser of the 
contest, told ADVERTISER'S 
WEEKLY this week The stan- 
dard of speaking at the three 
neetings which he has attended 
has been high 

Four matches have taken place 
in the past week. One more 
vccurs to-night (Thursday) and 
another on February 17. Then 
the contest moves into the second 
round. 

The first four results are: 

Publicity Club of London beat 
Southampton Publicity Club at 
Southampton on Friday 

Manchester Publicity Associa- 
tion beat Sheffield Publicity Club 
at Manchester on Wednesday 
last week 

Regent Advertising Club beat 
Berks and Bucks Publicity Club 
at the Royal Society of Arts, 
London, on Monday. 

Publicity Club of Leeds beat 
Hull Publicity Club at Hull on 
Monday 

To-night (Thursday) the Publi- 
city Club of Wolverhampton 
meecs the Publicity Club of Lei- 
cester at Wolverhampton, and on 
Friday next the Publicity Club of 
Newcastle meets the Liverpool 
and District Publicity Association 
at Newcastle 

The Publicity Club of London 
meets the Regent Advertising 
Club in the second round on 
March 20. The Imber Cup for 
public speaking, competed for 
annually between the two clubs, 
will be contested the same night 

Manchester Publicity Associa- 
tion is to meet the winner of 
the Newecastle-Liverpool match 
at Manchester in the second 
round, and Leeds will meet the 
winner of the Wolverhampton 
Leicester contest 


Brief reports on contests so far 
held follow: 
London vy. 

Best individual speaker, Mr. 
A. C. Hazel, Southampton Pub- 
licity Club. The London team 
spoke first, and were unanimously 
adjudged the winners, by Mr 
Cc. F. Carr, Mr. John Jenkins, 
and Mr. A, B. Armitage. Con- 
testants were: London—Mr. David 
Souray, Miss Gwen Payne, Mr. 
Norman Groome, Southampton 

Mr. A. T. Hazel, Mr. L. T. 
Lindsell and Mr. W. J. Smith. 
Chairmen, Mr. F. W. Durnford, 
of Southampton, and Mr. S. T. 
Holmes, of London. 
Manchester v. Sheffield. 

Best individual speaker, Mr. 
lr. J. N. Pearce, of Manchester. 
The judges were Mr. J 
Holmes, Mr. J. H. Cooper and 
Mr. F. M. Heap. Contestants 
Sheffield, Mr. H. F. W. Oelrichs, 
Miss F. M. Davidson, Mr. G. 
Walker, Manchester, Mr. David 
Wicks, Mr. T. J. N. Pearce, Mr 
R. V. Brown. Chairman, Cmdr 
Robertson- Macdonald 
Regent v. Berks and Bucks. 

individual speaker, Mr. 
C. Mark Floyd, Regent Advertis- 
ing Club. Regent club opened, 
with Mr. T. G. Hartshorne, Mr. 
E. Freeman Keel and Mr. Floyd 
The speakers for the Berks and 
Bucks club were Mr. W. H. F. 
Geffers, Mr. D. A. Dailey and 
Mr. W. J. Lloyd. Judges: Mr. 
J. B. Nicholas, Mr. P. S. Davis 
and Mr. R. G. Brown. Mr. J. H. 
Brebner was in the chair. 
Leeds vy. Hull. 

Best individual speaker, Mr. 
T. G. Cavan, Leeds. Judges, Mr. 
R. C. Moore, Mr. T. B. MacKim, 
Miss H. M. Drasdo Contestants 
—Hull Mr. T. P. 

Miss M. Whitley, 

Smith; Leeds—Mr. 

Vincent, Mr. T. G 

T. N. Stennett. 

Williamson, vice-president of the 
Leeds Club and area organiser, 
was chairman. 


MacCabe dnawias The Teutiete 


Criticisms levelled at adver- 
tising by “ ill-informed verbose 
theorists" were answered by 
Mr. Brian F. MacCabe, managing 
director, Foote, Cone and 


Advertising adds 
price: Less than Id. 
was spent on advertising neces- 
sities of life. The alternative was 
of salesmen—waste 
and _ fantastically 


Advertising is  wasteful—it 
switches demand between brands: 
The goods of state monopolies 
are not noticeably cheaper. 

Advertising stimulates home 
demand at expense of export 
Healthy export trade is built on 
a healthy home trade. 

Advertising stimulates desire 


for goods among those who can- 
not afford them: Advertising 
encourages acquisition of goods 
and money, thus increasing work 
and production. 

Advertising stimulates demand 
for anti-social goods: Advertisin, 
bodies are streets ahead o' 
Government legislation in the 
control of undesirable medicine 
advertising. 

Advertising exaggerates, lies 
and deceives: Under the watchfu’ 
eye of such bodies as the N.P.A., 

the A.A. and the 
: mis-statements are 
virtually impossible. 

Mr. MacCabe spoke of future 
dangers, listing advertising tax, 
controlled distribution, the en- 
forcement of “factual” adver- 
tising and the possible misuse of 
consumer councils. 


Teams and officials in the Manchester-Sheffield contest 


(Photo by Belle Vee. Manchester 
Left to 


right: G. Walker, H. F. W. Oclrichs, Miss F. M. Davidson (Sheffield); 


Commander 


A. Robertson-Macdonald, R. V 


Brown, D. Wicks, 


T. J. N. Pearce (Manchester); seated, the judges, J. M. Holmes, 
J. H. Cooper, F. M. Heap. 


At the Southampton 


London contest. 


Left to right, standing: David 


Souray, Miss G. Payne, Norman Groome (Publicity Club of London); 


John Jenkins, A. B. Armitage, ¢ 
ae 


FP. Carr (judges); seated: W. J. Smith, 
Lindsell (Southampton Publicity 


Club); Alan Robertson- 


Macdonald (national organiser, National Public Speaking Contest); 
§. T. Holmes, F. W. Durnford (chairman, Southampton public speaking 
section). 


Regent v. Berks and Bucks. 


Left to right: C. Mark Floyd, R. G. 


Brown, T. G. Hartshorne, Ivan F. Luckin, A. Robertson-Macdonaid, 

W. J. Lloyd, P. S. Davis, W. F. H. Geffers, J. H. Brebner, D. A. 

Dailey, and J. B. Nicholas. E. ne aga is hidden behind Mark 
Floyd. 


Rose Bow! In Memory Of Dead Son 


Mrs. Humphreys, mother of 
the late lan Campbell 
Humphreys (D. C. Cuthbertson 
& Co., Ltd), has presented a 
handsome rose bow! trophy to 
the Publicity Club of Glasgow 
in memory of her son. In view 
of the deep interest which Camp- 
bell Humphreys had in the 
educational side of advertising, 
it has been decided that the trophy 
shall be awarded annually in an 
Essay Competition open to all 
young men and women, under 25, 
in advertising in the city. 


This year’s subject is “What 
does Advertising Mean to the 
Average Man or Woman?” and 
entries of not less than 500 words 
should reach the secretary, Mr. 
J.T. Jack by February 27. 

The judges are: Messrs. Robert 
Wylie (Aird & Coghill Ltd), 
John R. Crossland (Wm. Collins 
Sons & Co., Ltd.) and D. Lindsay 
Young (Watson Advertising). 


MORE CLUB NEWS ON 
PAGE 253 
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ADVERTISER'S WEEKLY 


VENS ABOUT PEOPLE. 


John Perry has been appointed 
advertisement manager of House 
& Garden, which is to be pub 
lished every other month instead 
of quarterly, He has been con 
nected with House & Garden 
since its revival in 1947 

For five years Mr. Perry was 
with the Amalgamated Publicity 
Services, which became Chad 
wick-Latz; in 1938 he joined 
Hulton Press as advertisement 
representative on Picture Post 
and Lilliput, and was later ap- 
pointed Northern representative 
in Manchester. In 1944 he joined 
the Condé Nast Publications as 
advertisement representative in 
London and was connected with 
Vogue and British Vague Export 
Book; until being transferred to 
House & Garden. 


» ” * 


After two years as manager of 
the market research department 
of Thomas Hedley & Co., Ltd 
Newcastle-on-Tyne, H. P,P. 
Hodgkins is to spend some 
months studying the sales side of 
the organisation, after which he 
will transfer to the advertising de 
partment to undertake brand 
promotion work It 8 normal 
company procedure for members 
of the advertising department to 
have first-hand knowledge of the 
company sales operation 

Mr. Hodgkins has been ten 
years with Hedley, and in 1948 
visited the United States to gain 
experience of market research 
work there Before joining 
Hedley, he spent five years hand! 
ing space buying and market re 
search with Colman, Prentis & 
Varley Ltd 

Mr. Hodgkins has been suc 
ceeded as market research mana 
ger by F, R. de G. Hewitt, who 
has been manager of consumer 
research. Mr. Hewitt, who has 
been with the company five years 
visited the US. in 1946 and 1948 
to study consumer = research 


Press 
manager, Northern Press 


Stanley Clavtor 


Westminster 


managerial changes announced last week 
Shannan Stevenson, 


John 


Perry 


methods, Before joining Hedley 
he was engaged in industrial re- 
search in the textile trade 


. > . 

D. A. (Denny) Lamb, who has 
been with City Display Organis- 
ation for two years, has taken up 
a newly-created appointment, 
chief sales executive of C.D. 
Productions 

In 1928 Mr. Lamb designed 
and built the Leeds Fireclay 
stand at the Ideal Home Exhibi 
tion, and in 1933 became a free- 
lance consultant in exhibition 
work, and later chief technical 
adviser at Exhibition Promoters 
Olympia) Ltd 

During the war Mr, Lamb was 
for a short time publicity mana 
ger at Hulton Press, and then 
worked on structural concealment 
for the Services 

. * > 

John FE. Beard has 
pointed assistant to 
Jones, advertising 
Thomas French & Sons Ltd, 
Manchester. Mr. Beard has been 
in the advertising business for 15 
yéars, and is an Associate of the 
Incorporated Advertising Mana 
gers’ Association 


been ap- 
Norman 
manager of 


* * * 


Henry Kendall, Amalgamated 
Press representative at Leeds, has 


Swindon 


H.-P. P. Hodgkins 


Left to right 
general manager, North of England Newspaper Co.: 


Two Moves In Thomas Hedley Organisation : 
John Perry ‘House and Garden’ Advertisement 
Manager: Jack Mills To Auger and Turner: 
D. A. Lamb Heads C.D. Productions New Dept. 


Henry Kendall 


Raymond P. Pestell 


Felicity Green 


been appointed A.P 
tive for Manchester 
North-Western area. J. Y. HL 
Bowden takes over Leeds and 
the North-Eastern area 
. > > 

A. H. Parker, advertising and 
display manager for Battersby 
Hats Litd.. of Stockport, has 
been appointed Northern Midland 
executive to Stilwell Darby 
(Display) Ltd.. operating from 
Manchester 

* * * 

Maurice P. Reuben has been ap 
pointed London and American 
editor and advertisement mana- 
ger for Film Critic, a monthly 
journal to be published = in 
Dethi 


representa- 
and the 


* 7. 

R. Smith has been appointed 
Scottish representative for Indus- 
trial Newspapers Ltd., this being 
the first Scottish appomtment to 
be made by that group 

* . * 

Ivan G. Luckin, advertisement 
manager ADVERTISER'S WEFKLY 
has returned from his business 
visit to U.S.A 

* ” >» 

R. C. Liebman, public relations 
consultant, is operating a news 
service for Auger and Turner 
Ltd 


L. G. Gardner, now general 


Jack Mills has joined the 
production department of Auger 
& Turner Ltd. from Gee & 
Watson Lid., where he was en 
gaged in internal contact work 

* * * 


C, S. Miller has been appointed 
advertising manager of the Scot 
tish Co-operative Wholesale 
Society, in succession to John 
Brookman. Mr. Miller was assis 
tant manager for the past sixteen 
years, and has been with the 
S.C.W.S. for 23 years. 


* * » 


Raymond P. Pestell, recently 
studio manager, First Inter 
national Agency Ltd., has joined 
the outside contact stati of 
Graphic Arts Ltd. as general 
business manager. He was for- 
merly general manager of Lon- 
don Art Service Lid 


. . * 


Miss Felicity Green, for some 
time fashion editress of Woman 
& Beauty, has joined W. S. Craw 
ford Ltd.. to take charge of a 
new women’s editorial section. 

* * * 


W. O. Williams, mechanical! 
superintendent of Northcliffe 
Newspapers Group until the end 
of last year, was honoured at a 
luncheon at the Waldorf Hotel 
London, given by the directors of 
the company Mr. W. A 
McWhirter, vice-chairman, pre 
sided, and among the guests was 
a great friend of Mr. Williams 
Mr. Arthur Southway, a director 
of R. Hoe & Crabtree Ltd 

Mr. McWhirter presented Mr 
Williams with an etching of the 
offices of the Staffordshire 
Sentine| Newspapers Ltd. at 
Hanley (a building with which 
Mr. Williams was associated). 

Mr. Williams, replying. said 
he could never wish to be asso- 
ciated with more helpful col- 
leagues A presentation of a 
cheque from provincial editors 
and managers to Mr. Williams 


was made by Mr. C. L. Chant, 
manager of Staffordshire Sentinel 
Newspapers Ltd. 


Press Ltd. Frank Cragg, advertisement manager. “Nottine- 
News,” and assistant manager, Nottingham Journal Ltd.; 
and assistant manager, Northern Press Ltd. 


ham Jo pred ffi ta ng 
Wade 


sales manager 
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MORGAN LORD 
PHILLIPS WOOLTON 


ON ON 


LABOURS'’ CONSERVATIVE 


CLAIMS POLICY 


G. LINDLEY SPARKES : ADVERTISEMENT DIRECTOR - 114 FLEET ST. E.C4 
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FEBRUARY 9, 1950 


Preliminary Skirmish 


HIS proposal will make Sheffield look ridiculous”, 

declared a member of Sheffield City Council, moving the 

reference back of a Town Planning Committee minute 
urging that the Control of Advertisements Regulations should be 
extended to include notices inside shop windows. 

How right he was! But the proposal was carried all the same 
It is so manifestly absurd that nobody is likely to take it very 
seriously. There could be no greater mistake, nevertheless, to 
dismiss as insignificant an episode that may well prove a pre- 
liminary skirmish in a stiff battle ahead for outdoor advertising 

One has only to read reports of the debate to realise the kind of 
prejudice outdoor advertising still has to combat. The con- 
troversy arose, it appears, from one case, in which an advertise- 
ment outside a building was disliked by the Committee, which 
then realised that should the advertiser remove it to his shop 
window, it would be outside their jurisdiction. One can only 
infer from this that the Committee completely failed to understand 
the Regulations, which control siting alone, and give no power of 
censorship whatever. Whether the Committee liked or disliked 
the advertisement was completely beside the point. 

What does emerge is that some local authorities, not content 
with control on grounds of amenity and public safety alone, 
would like to censor the subject matter of advertisements 

So far, control of outdoor advertising has worked reasonably 
well. The Regulations have been impartially administered by a 
fair-minded Minister. But it seems improbable that Mr. Silkin 
will remain at the head of the Planning Ministry after the election 
His successor, be he Labour or Conservative, may find himself in 
sympathy with the repressive desires of a number of local 
authorities which have already expressed, through the Association 
of Municipal Corporations, their disappointment that the Regu- 
lations do not give them the measure of control they would like. 
The new Minister may interpret the Regulations in a different 
sense; he may even seek to amend them in accordance with local 
authority wishes. Should the Conservatives be returned, repeal 
or drastic amendment of the Planning Act may throw the whole 
question of advertising control back into the melting pot 

These dangers may not materialise, but they are real. The 
outdoor advertising industry should therefore be prepared to 
meet them. This it can only do with hope of success if it maintains 
and strengthens its wsommed for co-ordinated action. 


What Do The Public Want? 


NE aspect of the difference of opinion between the Newspaper 

Society and the unions concerning publication on December 27 
has perhaps been insufficiently stressed 

The newspaper proprietors assert they, and they alone, should 
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have the right to decide when to publish and when not to. Some 
union members, apparently, do not concede this right. But are not 
both opinions rather beside the point? 

Newspapers, it is true, are commercial enterprises, so that the 
question of whether it will be profitable to publish on a given 
day is relevant, but they are also a public service. This proprietors 
do recognise, and would not fail rightly to emphasise should there 
be the slightest suggestion of non-publication by government decree. 
All engaged in newspaper production or distribution are in a sense 
public servants, and thus bound, on occasions, to subordinate 
their own interests and desires to the obligations this status 


Poa 


imposes 


When a problem of publication arises, surely the public need 
for newspapers should be the dominant consideration. 


To-morrow’s Topics 


A GLANCE at any of the news- 
papers should be sufficient to 
dispel any impression that the 
election has caused a slump in 

advertising, but 


NO ELECTION advertisement man- 


agers will neverthe- 
SLUMP, less be glad when 
BUT— the tumult § and 


shouting die away. 
There are some «dvertisers who 
consider it wire co hold off until 
they can ‘ee which way the 
political wiad is blowing. But 
after February 23, particularly if 
victory goes to the right party 
(readers can give which meaning 
they like to the word “right”!) 
some prophets anticipate a little 
boom. This may happen, but 
whether it lasts or proves a flash 


in the pan depends on factors 
quite beyond the control of 
politically conscious advertisers 


Availability of goods will deter- 
mine the future volume of adver- 
tising. In this respect we have yet 
to see the real effect of the de- 
cision last September to devalue 
the pound. One can only hope 
that the more gloomy forecasts 
will be proved wrong. 
—_— —_ —_— 


THe Mrrrary Government in 
Germany is considering requests 
from a number of municipal 
autherities in localities which 
were tourist centres 
PUBLICITY before the war, for 
FOR doilars to spend on 
publicity in 
GERMANY America, with the 
object_of reviving 
the tourist trade. Because it is 
comparatively cheap, editorial 
publicity is favoured. 
Negotiations are in 
with Robert S. Taplinger & 
Associates, American specialists 
in editoria) publicity, for Wies- 
baden, through their European 


progress 


representative, Mr. John Stephen, 


whose headquarters are in Lon- 
don, It is possible that Bad Hom- 
burg and Bad Nauheim may also 
take part. 

The U.S. High Commissioner 
in Germany, we are informed, 
has spoken on the U.S. Armed 
Forces Radio, urging Americans 


to spend their -holidays in 
Bavaria, 
= = — 
CONSIDERABLE INTEREST has been 
aroused among advertisement 
contractors in Manchester fol- 
lowing the decision of Man- 
chester Corpora- 
WHO WILL tion, made last 
GET THIS week, to permit 
advertisements on 
CONTRACT? the outsides of 


buses. Robert Y 

Slaughter Ltd. hold the contract 
for inside bus advertising, but an 
announcement regarding con- 
tracts for outside bus advertising 
will not be made for some time. 
Bus advertising in the City is 
estimated to bring in £30,000 a 


year: at present the transport 
committee faces a deficit of 
£316,000. 

— cel A el 


THE LIFTING, as from March 1, 
of all paper restrictions on 
periodicals will give an impetus 
to the movement for standardisa- 
tion of type areas. 


MORE The LS.B.A., which 
welcomes the 
STANDARD growing tendency 


TYPE AREAS to adopt its recom- 

mendations in this 
matter, reports that since the 
announcement that paper was to 
be freed, inquiries have been re- 
ceived from publishers of trade 
and technical journals anxious to 
come into line. Agents will 
equally approve this trend, which 
will simplify their work consider- 


ably 
ROUND TABLE 


=... reaches the buyers of the 
= world’s biggest stores 


Published June & December 
Black & White pages £100; in full ~olour £150 


The National Magazine Co. Led., 30, Grosvenor Gardens, 5.W.) 
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‘cottall fan 


Sylvia Weinberg Space-Buyer Director of Armstrong-Warden Limited 


Any night she stays at home, Sylvia Weinberg reads an entire novel from cover 


to cover and people who know say she applies the same energy to her 


as if she’s enjoyed every one of them. * 


Despite all this Miss Weinberg claims she’s lazy by ; if 
nature, This may account for her fondness for f ; 
' Foal a 


work. Seventeen years she’s been in advertising and she looks a he 
A 


watching others exert themselves. A deter- a . 
= 


mined spectator of all things athletic, she’s — 
an ardent West Ham supporter and makes #® .— 


ie. 


the trek to Upton Park for every home game. 
Wimbledon, too, claims her attention 
every year, and many a smiter of aces has played 
himself to a standstill before the admiring gaze 
of Armstrong-Warden’s tireless space-buyer. 
On the subject of her job she is strangely reticent, @ 
: ar 

but one gathers that she finds the way to keep Ss 
clients happy is to advertise their products to the ; 
maximum number of people at the minimum cost. That 
being the case she must often have these figures well in mind. 
(a) The Daily Mirror's average daily sale of 4,547,000 is the 

largest in the world. 
(b) The Daily Mirror's space rate of .78d. per inch per thousand is lower 

than that of any other National daily. 


Daily Mirror 


THE LARGEST DAILY NET SALE IN THE WORLD 
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NE hates being the 

crabbed uncle at the party, 

but into paans of mutual 
praise and admiration a spot of 
acid must be dropped. 

There, is no possible doubt that 
the organisation of the opening 
ceremony at the new Hoover 
factory near Merthyr Tydfil was 
superb, just as the commercial 
courage that backed the venture 
was superb—for as Alexander 
Wooilcott wrote, there is nothing 
so timid as a million dollars. 

It is not merely from a sense 
of justice that I praise the precise 
organisation which transported a 
trainload of people from London 


PRINT REVIEW 
by 
Brian Hilton 


to Welsh Wales and back again 
in one day, and between the two 
journeys fed them royally, enter- 
tained them, told them the full 
story in a series of well-planned 
speeches and took them on a tour 
of the factory. It is not only 
justice, but it is part of my case 
to establish that on an October 
day in 1948 Hoovers did a fine 
job of organising and scored a 
great triumph in public relations. 

But now | turn, in sorrow 


Garamond Must 


Be 


Revolving ! 


rather than irritation, to the 
aftermath—-a tome published to 
record the events of that day 
To describe it as a tome is no 
mere journalese. The book mea- 
sures 134 in. wide by 164 in 
deep and contains 92 pages. Its 
binding is dark blue leather, gold 
embossed and extremely hand- 
some Indeed it is among the 
select few covers of which it can 
be said that not only was no 
expense spared but that the cost 
was completely justified. These 
seeming acres of rich blue 
leather invite the caressing hand 
they appeal as much to the 


sense of touch as the sense of 
sight The craftsman who 
fashioned them should be well 
satisfied 


But his brother who planned 
the inside pages, he was not so 
fortunate. For him this job went 
wrong from the start, and never 
recovered 

He made his first mistake when 
he decided to use Garamond 
Maay of the headings are in bold 
italic caps. They are, and look, 
fatally wrong Italics were 
originally designed by the type 


Head Office 
MAIDSTONE 


H.R. PRATT BOORMAN 


London 
80 FLEET STREET 


\ARTHUR CLAY 


designers to represent in type the 
script or pen letter of the day 
Garamond'’s italic, in lower case, 
is a lovely letter—more so in 
normal weight than in the bold 
which coarsens its delicate pen- 
like sharpness. But lines of 
Garamond bold italic set in caps 
in 36 pt. and even in 48 pt. are 
ill-balanced and ugly. Garamond 
must be turning 
swiftly in his grave 
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The wrap-around cover is of 
laid antique to which the ribbing 
gves a character which is en- 
hanced by printing in olive green 
with a black sketch of Moresby 
Hall by night in which there is 
just one spot of yellow—the open 
doorway. Setting throughout is 
in Times. 

Copies of this octavo booklet 
are given to guests a8 a souvenir 
of their visits. They will be kept 
with affection 


. * * 


At THe Pusiuicrry Cus of 
London the other evening Mrs. 
Beatrice Warde (whose bubbling 
enthusiasm once again brought 
the history of type designing to 
life) told a questioner that she dis- 
approved of the practice of letter- 


Then again, 
Garamond and art 
paper are not com- 
patible. Garamond 
needs the matt, 
even the rough, 
surface to be seen 
at its best. On an 
art paper wt is 
spiky, fussy and of 


poor colour The 
text is in 18 pt. set 
to 54 ems. The 
lines are too long 
even though they 
are 6 pt. leaded 


12 pts. should have 
been the minimum. 

The hundred or 
so photographs and 
speci- 
mens of 
programmes, in- 
vitation cards, 
brochures and 
badges tipped in 
(some in glassine e 
envelopes) did 


“THE DIRECTORS REQUEST 
THE PLEASURE...” 
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make the task of 
designing the nages 
extremely difficult, 
and perhaps it was 
that which robbed 
them of a distinctive unity of 
style. 

Only 108 copies of this book 
were produced. Because it is so 
lavishily impressive, it will doubt- 
less create in the minds of most 
recipients just the impression 
desired, but, as a critic of print, 
I cannot but regret that so much 
good intention fell short of what 
might have been. 


must be 


* . * 


“THE 
Moressy 


House AND LAND oP 

is one of those charm- 
ing little booklets, all too rare 
in the “literature” of commerce 
which gives as much pleasure in 
the reading as it doubtless did in 
the writing 

It tells the tale of Moresby 
Hall, a Cumbrian house founded 
some few centuries ago and now 
a guest house for visitors to the 
Distington factory of High Duty 
Alloys. 

The story is written gracefully 
by Frances Sarzano of Notley’s, 
who has drawn on the work of 
a nineteenth century chronicler, 
and has enriched his borrowings 
with shrewd and mellow wit. 


“Many of the headings are in bold italic caps. 
They are, and look, fatally wrong 


Garamond 
turning swiftly in his grave.” 


spacing condensed type She 
picturesquely likened it to a row 
of people sitting in alternate seats 
in an Underground train hunched 
up as if all the seats were 
crowded 

She will not, | think, mind if 
I reveal that later in the evening 
in private, she expressed a wish 
that she had modified that view 
with a rider to the effect that if 
by letterspacing a condensed face 
one could get an effect in an ad- 
vertisement by which one scored 
over one’s competitors, such 
letterspacing might well be justi- 
fied 

From that point of view even 
Mrs, Warde would probably ap- 
prove the letterspacing in a series 
of quarto folders produced by the 
Morgan Crucible Company. Con- 
densed sans is used for address 
lines on back pages and for short 
well-leaded lines of sub-headings 

These examples appear to sup- 
port my own view that condensed 


sans, so far from never being 
letterspaced should always be 
letterspaced. To use condensed 


only when the line is tight is to 
miss an artistic opportunity 
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Sane 


arty poets 


$9,325,000 copies & YGar (including 5,146,000 overseas ) 


39,325,000 copies printed in 1949, despite paper 
restrictions and shortage of labour and plant—such is 
the immense coverage of the 32 technical and trade 


journals of Associated Iliffe Press. Their 
influence extends far beyond the British Isles. 
During the year over five million Iliffe journals 
travelled overseas as active salesmen for 
Britain's major industries. At home, where 
demand often still exceeds supply, they 
provide the closest link between buyers and 
sellers of a vast number of specialised products 


JOURNALS 
FROM DORSET 
HOUSE 


and services. Authoritative, attractive and thoroughly 
up-to-date, Iliffe journals provide selective and economical 
coverage of many of today’s most important markets. 


AIRCRAFT PRODUCTION, AMATEUR PHOTOGRAPHER, ARCHITECT 
AUTOCAR, AUTOMOBILE ENGINEER. BRITISH ENGINERRING, 
BRITISH PLASTICS, BUS & COACH, BRITISH AUTOMOBILES OVERSEAS. 
BRITISH CYCLES & MOTOR CYCLES OVERSEAS. CAGE BIRDS, 
ELECTRICAL REVIEW, FARMER & STOCK-BREEDER, FLIGHT, 
(RON & STEEL, MACHINE SHOP MAGAZINE, MECHANICAL 
HANDLING, METAL INDUSTRY, MOTOR CYCLE, MOTOR CYCLE & 
CYCLE TRADER, MOTOR TRADER. MOTOR TRANSPORT, 
NURSING MIRROR, OCEAN TIMES. POULTRY WORLD, POWER 
LAUNDRY, WATER LIFE, WELDING, WIRELESS & ELECTRICAL 
TRADER, WIRELESS ENGINEER, WIRELESS WORLD 
YACHTING WORLD 


DORSET HOUSE, STAMFORD STREET, LONDON, 5.£.1 


THE WORLD'S LARGEST GROUP OF TECHNICAL, TRADE & SPECIALISED JOURNALS 
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GROUP LI... C melite House, London, F.C4 


NORTHCLIFFE 
NEWSPAPERS GROUP 


will help you! 


"RH. PENNEY, Advertisement Director, NORTHCLIFFE NEWSPAPERS 


Telephone CEN 


ae ravse owr hats to Men's Hat Promotion. Limiled 


6000 


On the relationship of the 
shape of each letter to the white 
space surrounding it depends 
readability. A solid line of con- 
densed sans is difficult to read— 
better to use upper and lower case 
if space is tight. The vertical 
bias of a condensed sans lends 
itself to optical spacing to pro- 
duce a contrapuntal! effect. 

The advertising manager of The 
Morgan Crucible Company (his 
signature baffles me) 
evidently agrees 
with my point of 
view Also. his 
folders are imagin- 
ative (one or two 
are perhaps a little 
over - decorated) 
and most compet- 
ently produced. He 
pays tribute to 
Siviter Smith En- 
gravers (London) 
Ltd., Adams Bros 
and Shardlow Ltd. 
and Neil Nimmo 
(for action photo- 
graphs). 

* * 

CoLopHon Lip. 
have sent a cata- 
logue for Services 
watches for which 
they made the 
blocks. The job is 
printed in 
colours, none 
them standard tri- 
chros, and the 
blocks were made 
from monochrome 
colour separated 
drawings. 

Apart from skil- 
ful printing by 
Albert E. Kempston 
Ltd. the secret lay 
in the half-tone 
screen angling. And if you think 
this trifling I could tell you of a 
job which quite recently was com- 
pletely ruined and had to be done 
again because this technical mat- 
ter was overlooked. A very ex- 
perienced production man gave 
one part of a two-colour job to be 
made from monochromatic orig- 
inals to one engraver and the other 
part to a second engraver. Neither 
had the full story and the screen 
angles were so disastrously wrong 
that the job was heavily 
patterned 

* * . 

IN FAIRNESS to Mr, E. C. 
Atkinson, advertising manager of 
Baird Television, | must pass on 
his opposiag point of view to my 
comments on the gloomy portrait 
of Baird used in publicity. 

“Our main concern was that of 
authenticity,” he writes. “Baird 
was not a serenely happy man, he 
was a lifelong invalid, he put tele- 
vision into practice not because 
of the suport he received but 
despite the lack of it. These facts 
are well known to the public, how 
then would a serene expression 
sit upon the features of such a 
man? In any case I do think 
the seeking after a happy expres- 
sion in advertising illustration is 
somewhat overdone and indeed of 
doubtful value, because the ex- 
pression peculiar to that type of 
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illustration completely nullifies 
any idea of sincerity.” 

Even if the “public” is aware 
of Baird's iliness and frustration 
(which can by no means be taken 
for granted among people under 
30) surely he looked glad or even 
triumphant sometimes? Trite but 
true is the line from the old song 
“Laugh and the world laughs 
with you, weep and you weep 
alone.” 


“This catalogue is printed in six colours. Apart 
from skilful printing, the secret lay in the half- 


tone screen angling.” 


THomas Cook's winter sports 
holiday guide contains 32 pages 
of advertisements, all printed in 
black on a pale blue ground 
This treatment not only segregates 
ads. from editorial, but makes 
the ads. look more interesting. 


Menu Illustrated 
Factory Story 


Unusual feature of a luncheon 
for 46 foreign Press correspon- 
dents who visited John 
Garrington & Sons’ factory at 
Bromsgrove was an attractive 
menu produced in cover board 
with a fly-page of hand-made 
paper. 

On the outside of each was 
the flag of the country represen- 
ted by each correspondent with 
his name gold-blocked beneath 
The inside covers showed aerial 
views of the works, and charac- 
ters of various nations, printed in 
gold, were portrayed carrying 
Garrington products, which in- 
clude precision forgings and hand 
tools. 

Mr. E. Bodansky, publicity 
manager. organised the visit 
Advertising agents are A. 
Black Lfd., Birmingham 


The 1950 Jacqmar-Vogue 
Patrern fashion show starts a 
tour of 16 provincial towns at 
Glasgow on February 13. 
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Someone 


say 


Shapes? 


Every year close on 3,000,000 people take out dog licences and Spillers Limited and their agents Osborne-Peacock 
knew that they would reach a large proportion of this dog-loving public when they booked spaces in the Sunday 
Pictorial. 

For the Sunday Pictorial is essentially a family paper and, with a sale of over 5,000,000 each week, goes right 
into millions of homes all over the country on the day when readership is leisured and receptivity high. 
Moreover the Sunday Pictorial offers this outstanding national coverage at a cost of ‘71d. per inch per thousand. 


This is a lower space rate than that of any other Sunday paper. 


Sunday Pictorial 
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T is reputed of Florenz 

Ziegfeld, the Broadway 

entrepreneur, that he could 
take some drab little creature 
that no one ever looked at 
twice and transform her on the 
Stage into a glamorous vision of 
mystery and seduction The 
method he used, to express it in 
one word, was showmanship 

Now regarded as somewhat 
unethical and vulgar, showman- 
ship is to-day associated with 
clowns and elephants: even those 
who use it in advertising call it 
by other and more high falutin’ 
names. 

However, it may be interesting 
to see whether we can learn 
something from a modern repre 
sentative of the Barnum tradi 
tion. And it is not necessary ‘to 
look far. With a sale that must 
make its competitors goggle with 
envy Aspro is now firmly estab 
lished in the hearts and stomachs 
(which it pror ces not to harm) 
of a million @ritishers Made 
from common or garden acetyl 
salicylic acid, as is all aspirin. 
it Was not its composition, but 


its merchandising that produced 
this wonderful success 

The Aspro packaging policy, in 
spite of its obvious defects has 
two very laudable qualities 
which I commend to the notice of 
all those who put so much art in 
their packaging that there is no 
room for selling power, or show 
manship 

One of these laudable qualities 

more apparent on the show- 
card where there is more room 
is, if you will pardon the expres- 


‘REVIEW OF — 
PACKAGING 


by Ronald Vickers 


sion, “guts.” The majority of 
present-day pharmaceutical packs 
ire entirely devoid of this quality; 
they make about as much impres- 
sion on the mind as does a drift- 
ing feather on a piece of granite 


“Oh, yes.” comes the reply, 
“but when selling ‘ethical’ pro- 
ducts, one has to use more dig- 
nified methods.” Quite true, but 
dignity and strength can be com- 
bined, as it is in the Dettol pack 
for example 

The other laudable quality of 
the Aspro packaging (illustrated 
on page 230)—I will not 
discuss the defects, which speak 
for themselves—is its distinctive- 
ness. Until recently, when Pin 
Up and one or two others got 
the idea, Aspro stood out because 
its colour, purple. was always 
startlingly different from that of 
the surrounding packs on display 
This quality of distinctiveness is 
one of the most obvious, yet one 
of the most neglected require- 
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(Key 
ments of modern marketing 
Aspro, competing with many pro- 
ducts of identical purpose and 
lower price could not have 
weathered the storm so success 
fully if did it not achieve distinc- 
tiveness im iS presentation as 
well as in its advertising. 

* * * 


tone Studi: 


SINCE some two or three years 
ago when | had the privilege of 
seeing pickled onions and vinegar 
in a pack made entirely of trans- 
parent plastic, I] have been wait 
ing for the day when some enter- 
prising distiller will pack his 
whisky in nip size plastic envel- 
opes. These could easily be 
carried for use on occasions of 
acute necessity (such as when one 
is expecting a cold, or the sack, 


right now ! 


Creative people 


are always welcome at 


YOUNG AND RUBICAM LTD. 


Roxburghe House, 285 Regent St. W.1. 


Reg. 0211/5 


but there is a wonderful opportunity 
for another ART DIRECTOR 
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ie: one 
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HOUSE. FURNISHER 


—e 


THE CABINET MAKER 
THE HARDWARE TRAOE 
JOURNAL 


THE ELECTRICIAN 


THE GAS WORLD t 
THE FRUIT-GROWE t 
THE NURSERY WORLD 
(Fer the Modern Mother and Nonme) 
THE MILLER 
THE LEATHER TRADES REVIEW 
THE NEWSPAPER WORLD 
THE BRITISH TRADE JOURNAL 
AND EXPORT WORLD 
INDUSTRIA BRITANICA 
(Sponish and Portuguese 
BRITANYA SANAYH 
Oo 


* 


BOUVERIE HOUSE ~- 154-160 
FLEET STREET ~- LONDON - E.C.4. 
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See 
GUIDES TO 
BETTER COVERAGE 


That is why so many advertisers have found to their profit 
that the ABC Guides are at once an economical and success- 
ful medium. They literally cover the country and are 
frequently consulted by all classes. Holiday makers and 
business men requiring up-to-date time tables and reliable 
information for rail, sea and air travel invariably turn to 
the ABC. For full particulars of rates and available spaces 
write: Thomas Skinner & Co. (Publishers), Ltd., 
330 Gresham House, Old Broad Street, London, E.C.2. 
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The ABC Railway 
Guide 

The teading Alpha- 

betical Railway Guide 

Official every month 
Price 36. 
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Published Monthly 
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| tive contributor 
| technician as well 


| qualities of 
as a curiosity piece 
| there are 


| whom this appeals—the salesgirl 
| assured me that it does sell. 


NS 
\\ 


or a new Government) without 
the embarrassment of a bottle 
or flask, which is liable to label 


| one as both a dipsomaniac and a 
black marketeer. 


However, this is an unimagina- 
tive world, and the first popular 
use of the liquid containing pack- 
age is the Bandbox shampoo 
envelope. It is, to be serious, a 
most suitable use for this material 
because the product sells to a 
class of user to whom modernity 
is one of the cardinal virtues. 

Bandbox packaging has always 
been of high standard exsthetic- 


| ally, and it is encouraging to see 


that the manufacturers do not 
regard the artist as the only crea- 
they call in a 


We shall see many more of 


| these plastic window packs in the 


future, and it will be interesting 
to note how designers use this 
material, which has many excit- 
ing possibilities 

While at the shampoo counter, 
I was intrigued by the Sphagnol 
Shampoo pack, which is so old- 
fashioned as to deserve mention 


(Keystone Studio 
“Guts and distinctiveness are the 
Aspro packaging.” 


What in- 
me particularly is that 
actually women to 


terests 


Provided you have no ambi- 
tions towards marketing a 


| national best-seller, there is often 


a comfortable little sale to be 
obtained among people who like 
to buy “something different.” So 


| whatever the makers of Sphagnol 


do, when they realise the Boer 
War is over and Mr. Asquith no 
longer Prime Minister, I cordially 
suggest to them that they keep 
to their own style and don't 
achieve modernity by the loss of 
individuality 
* * * 


THE EASIEST Way to appeal to 
the public, so we are told, is to 
show them something in which 
they have a real and heartfelt in- 
terest If you advertise to 
mothers, you show them babies: 
if you are after the interest of 
pet owners you show them pets. 
It is not surprising therefore that 
spaniels and kittens decorate the 
hoardings up and down the 
country or that manufacturers 
selling to pet owners should pic 
ture them on their packs 

Spratts have recently brought 
out a range of birdseed packs. 
produced in full colours and bear 
ing illustrations which, consider 


[Keystone Studio 


“This pack will not appear in the 
design journals as an example of 
modern trends, but it appeals in 
a colourful and attractive way.” 


ing they are printed on board, 
are surprisingly lifelike. Their 
budgerigar pack has a blue and 
yellow background, with the 
name in a bright and cheery red, 
and the word budgerigar in a 
bright yellow. The name Spratts, 
the lettering of which is modified 
to make up a terrier in their dog 
biscuit advertising, is cleverly 
adapted here to the musical scale. 

This pack will not appear in 
the design journals as an example 
of modern trends in package de- 
sign, for it makes no claim to 
artistic originality. The pack 
does, however, make its appeal 
directly to its potential buyer, 
and makes it in a colourful and 
attractive way. 


* * * 


FOLLOWING my reference last 
month to the Grapenuts cereal 
pack, the back of which is de- 


{Keystone Studio 


Although this pack has the dis- 
advantage of being useful only to 
children up to the age of six or 
seven, mothers will notice it.” 


voted to a children’s magazine, a 
reader has sent me a Viota Jelly 
carton 

Although this has the dis- 
advantage of being useful only to 
children up to about the age of 
SIX OF seven years, it is a pack 
which most mothers will notice 
Too often packs which have not 
the advantage of a nationally ad- 
vertised name are so nondescript 
as to escape notice altogether in 
the jumble of the grocer’s shelf 
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More effective retouching 
for coarse screen tones... 


The obliteration of one feature and the emphasis of another is a 
job for the retouching artist. Over and above this the main object 
of retouching is to compensate for the natural loss in definition 
caused by the half-tone screen. In retouching for coarse screens 
it is recommended that the many intermediate tone graduations 
are eliminated : this results in greater contrast between tones and a 
clean, sparkling newspaper reproduction. 


~~ 


it will be found that the three tones 
indicated alongside are adequate for most 
subjects to be reproduced in coarse screen, 
ie. from 45 line screen to 65 line screen. 


These tones contrast strongly with black, 
and are, in effect, a pale, dark grey 
and medium. Retouching for fine screen 
work requires an entirely different tech- 
nique and a wide variety of tonal values is 
then possible. When in doubt the Layton 
technician is glad to advise you. 


LONDON 

Standard House, Farringdon St., London, 
E.CA. Telephone: CENtral 2020. 
BIRMINGHAM 

65 Livery St., Birmingham, 3. Telephone: 
CENtral 7971. 

BRISTOL 

669/671 Fishpond Road, Bristol. Tele- 
phone: FISHPONDS 55373/4. 
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F we are going to argue,"’ 
my grandfather used to say, 
‘let us begin by defining 
our definitions’’. To me, a 
technical advertising account is 
one which advertises the goods 
or services provided by one 
manufacturer for use by another. 
My definition of a manufacturer 
is one who provides something 
for a section, or sections, of the 
public to use or consume. These 
definitions cover advertising to 
doctors, architects, marine super- 
intendents, farmers, builders and 
so on, but excluce the advertis- 
ing of motor cars, vacuum 
cleaners, and other domestic 
machinery and utensils, If any- 
one wants to argue that, by my 
definition, a housewife is a 
manufacturer, they are quite wel- 
come to and I will try, if there 
be space, to deal with it later 
It is an accepted axiom of ad- 
vertising that whoever docs the 
layouts and copy must know the 
people he is advertising to and 
talk to them in their own langu- 
age “Remember the cabman's 
wife” was one agent’s way of 
putting it. Can any one agent 
know the psychology, the out 
look and requirements of manu 
facturers and their technicians 
in all the different trades? I 
think not; for example, a builder, 
a garage owner, an aircraft manu- 
facturer, and a nursery gardener 
all judge P.V.C. differently and, 
therefore. points which appeal to 
one will leave the others cold 
This seems to suggest that 
technical advertising should be 
done by manufacturers them- 
selves, for they should know the 
language of the people they sell 
to. Maybe they do, but can they 
express themselves in that langu 
age in print? Some, who are 
large enough to run their own 
advertising desartments can, but 
as Mr. Nichol once pointed out it 
is Not always economical to run 
an advertising department; and 
there are other snags as well 
The medium-sized and = small 
manufacturers, of whom there are 
some $0,000, most certainly can 
not afford to run adequate ad- 
vertising departments nor, judg- 
ing by the efforts of some of 
them who try to their own 
advertising, are they very success 
ful when they place their copy 
direct, for when all the cant is 
stripped away, there is a craft, if 
not an art, in expressing oneself 


do 


TRADE & TECHNICAL ADVERTISING 


Specialist agencies, with interchange of accounts between agencies, are the answer, says N. C. Stoneham, to the 
question “ Should Agents handle technical accounts?”, the subject of an article in this series on January 12. 


The 


Specialist Agency 
is the Answer 


Says N. C. STONEHAM 
Managing Director, Stoncham & Kirk Ltd. 


definitely and forcibly in a limited 
type area. It is a technique that 
has to be learnt and is always 
changing and developing 

Who, then, is to do it? My 
own view is that if technical ad 
vertising is to be done properly 
and it is becoming more and 
more realised that it must be 
done properly, if only because so 
many of our technical papers go 
abroad—it should be done by 
agents specialising in certain 
trades and industries which they 
know as thoroughly as the manu- 
facturer himself does 

Inevitably the viewpoint from 
which each gains his knowledge 
will be different and it is good 
that it should be. The manufac- 
turer is in the wood concentrat- 
ing hard at the trees in his trade 
and their snags; the agent is out 
side viewing the wood in its re 
lationship to its surrounding in 
dustry, of which that particular 
trade is but a part. The relation- 
ship between the two will then 
be complementary, each learning 
from the other 


Second Opinion 

Advisable 

I would then go further than 
saying that manufacturers should 
use ilised technical agencies 
ind say that when any agent is 
handling an account and needs to 
advertise in a field he does not 
know backwards he should call 
in another who does know, and 
pass that part of the account to 
him After all, that’s what 
doctors, engin ind chemists 
do so why should not adver 
agents? One or two do 
many The short answer 
of course, is “Yes, and have 
pinch the whole of the 
Not ruddy likely.” Well, 


is the answer the less we 


speci 


“ers 
tising 
but not 
to that 
one, 
him 
account 


if that 


talk about professional status, 
ethics and Royal Charters the 
better 

I admire immensely the real 
pundits in general consumer ad- 
vertising. | know that, in that 
field, we could never come any- 
where near the skill with which 
they handle their accounts. It is 
a different world from ours and 
therefore, when one of our clients 
makes something for sale to the 
general public I go straight to one 
of these pundits and ask him to 
do it for me One reason. 
amongst many, is that we do not 
know the daily Press like he does 
We do not know their different 
age, S€X, occupation readership- 
groupings like he does; nor the 
vagaries of their distribution and 
how one pulls better for this sort 
of thing and another for that 
We have vague ideas, but he has 
built up, through years of ex- 
perience, a knowledge which we 
cannot have 

In the same 
technical 
knowledge 


way, a specialist 
agency has acquired 

which no general 
agent can acquire. He cannot 
afford to. Even if he keeps two 
space buyers, one for trade and 
technical and one for general 
consumer the former can never 
know all the trade papers inti- 
mately, there are too many of 
them, and. therefore, he cannot 
know those subtle differences 
which make, say, a quarter page 
in the Carpenter and Builder a 
better buy than a half-page in the 
Builder and vice versa. Or when 
to use the Stockhreeder and when 
the Farmers’ Weekly. Those dif 
ferences do exist and make all 
the difference in results from 
limited appropriations 

Therefore, I plump for the 
specialised agencies, and more 
interchanging of accounts be- 
tween agents. It has got to come. 


It is, in fact, coming, 
nearly fast enough 

This raises the question of 
competitive accounts because, 
obviously, if my suggestion were 
carried through to its logical con- 
clusion, some agents would find 
themselves dealing with many 
products of a similar type. To 
this I reply that far too much is 
made of this competitive account 
business. My view is that each 
case has to be judged on its 
merits. It is, for instance, ridi- 
culous to suggest the Morris and 
Aston-Martin are competitive 
accounts just because they are 
both motor cars. The public for 
one only rides in the other under 
protest Similarly, two pump 
manufacturers are not necessarily 
competitors just because both 
make pumps. There are so many 
varieties of pumps that it is pos- 
sible for two manufacturers to 
carry on, side by side, each filling 
the gaps left by the other and 
only overlapping on the fringes. 


but not 


Similar Accounts Can 

Benefit Clients 

We have found that two manu- 
facturers, both making exactly 
the same standard product, are 
only partially competitors. As 
one of them said recently “He” 
referring to the other “makes for 
the mass market, but the man 
who is willing to pay for that 
bit of extra quality is our meat.” 
Naturally, their advertising re- 
flects their difference in outlook, 
and ideas or copy which are good 
for the one would be unsuitable 
for the other. As a matter of 
fact, they pass work to each other 
just as I have been suggesting 
advertising agents should. 

There is another reason why 
handling similar accounts is of 
benefit to clients. I have stressed 
the need for specialist agents 
knowing their individual fields 
thoroughly, yet how can you know 
it thoroughly if you handle only 
one account in that field? I sup- 
pose I ought to get back to de- 
fining my definitions and say 
what I mean by “field.” I doubt 
whether I can but I can give 
examples. The fertiliser field is 
entirely different from the farm 
tractor field; the joinery field 
is different from _ the 
heating and ventilating field. 
Granted, the markets are the 


(Continued on page 234) 


urchasinge 


read by Industrial Buyers — Purchasing Officers — Stores Executives — 
Planning and Progress Engineers. 


Influence the responsible Buyers with your prestige adve’tising 
campaigns. 


10 VICTORIA STREET, 


LONDON, S.W,I! 
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ADVERTISER'S WEEKLY 


We've talked about 


pel 


by letter, brochure, advertisement and personal 


change of title from the veteran “ Oil & Colour 
Trades Journal” to the “ Paint, Om & CoLour 


JOURNAL,” and we can rightly say that the 


new title is now established. 
We repeat that we have adopted LS.B.A. 9” x 6}° 
standard type area, paper is greatly improved, 


and trimmed size is considerably increased- 


but rates remain as before. 


Tarif] from: 
PAINT, OIL & COLOUR JOURNAL 
8 Ludgate Broadway, London, E.C.4, Tel: City 4788, 6640 


ESTABLISHED 79 YEARS 


ii cient ON a PD 


Is itt Building 
or Civil Engineering ? 


If so, this must be your advertising mediam. 
The only weekly nationally circulated news- 
paper which specialises in presenting nothing 
leas than a comprehensive survey of the pre- 
sent and future in the Building and Civil 
Engineering world. [ts reliable and authentic 
information of prospective developments ix 
of vital importance, particularly to Contrac- 
tors, nearty all of whom are subscribers and 
advertivers. 


LABOUR NEWS 
PUBLIC WORKS & 
BUILDING WEEKLY 


69 FLEET STREET, LONDON, E.C.4. TEL. CENTRAL 1328, 3426 


* 


The National Weekly 
Independent and 
Non-Politiceal News 
paper with a record 
of 80 years service to 
the Industry. 


* 


call ; we have informed (we hope) everyone of the | 


| commit 
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TRADE & TECHHICAL ADVERTISING 
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Specialist Agency Is The Answer 


(Continued from page 232) 


same in both cases and knowing 
one field can be of great help in 
knowing the other. Is it not much 
better to have some accounts 
which definitely overlap a little 
because then knowledge of the 
field is widened? So, if one had 
two tractor accounts, a heavy 
and a light. one would at once 
learn the limitations of each and 
avoid those glaring errors of 
overstatement which many agents 
and not a few manufacturers 
At the least the agent 


would be sure of his ground 


| when trying to stop his client 
| from making extravagant claims 


| Housekeeping, 


for his product 


Now going back a little to 
that question as to whether a 
housewife is, by definition, a 
manufacturer and should be ad- 
vertised to as such. I wonder; 
and have been wondering for 
many years. It has always seemed 
to me that papers like Good 
Vogue, Harpers 


| and many others are just as much 


technical papers as Farmers 
Weekly or Aeronautics and that, 
| when all the trimmings are 


Stripped away, a woman running 
a home wants to know what a 


| thing is, what it does, how it is 


used, how it will benefit her and 
what it costs, which are exactly 
the same points that every manu- 
facturer, production manager. 
maintenance engineer wants to 
know. Therefore, should not the 
technique employed be related to 
the technique used in technical ad- 
vertising, which broadly, is the 
answering of those points, and 


| not related to the emotions, fear, 


envy and so on? 


| know that, in raising this 
point, there will be plenty of ad- 
vertising men only too willing 
to jump me out of the sun and 
shoot me down in flames and the 


| resulting dog-fight can go on in- 


; one 


definitely One of the shots 
fired against me will undoubtedly 
be that there is no difference in 


technique and I know, because 
I've heard it so often, that sooner 
or later Desoutters’ “Little 
Horses,” which is brilliant 
advertising, will be cited against 
me. Very well then, why do we 
not see more of such advertising 
if that is the way technical ad- 
vertising should be done? There 
are, of course, many reasons, but 
two of the main ones are (a) not 
every advertising agent can be a 
genius all! the time and (b) manu- 
facturers wanting, by my defini- 
tion, technical advertising, would 
not wear it even if he were. When 
a manufacturer buys anything he 
wants the facts about what he’s 
buying and no nonsense and that, 
very often, is how he looks at his 
own advertising. 

But this is getting away from 
my real point which is, | think, 
that Specialist Agencies do a 
better job of work on technical 
accounts than do general agencies 
and far better than manufacturers 
can do it for themselves. This 
may not be so true for the large 
manufacturers with their own ad- 
vertisement manager, himself 
technically trained, who can guide 
any agency along the way it 
should go, but it most certainly 
is true of the $0,000 medium- 
sized and small firms to whom 
£5,000 is a very large appropria- 
tion and whose normal spending 
is somewhere between £700 and 
£2,000. They want guidance in 
an awful lot of other things than 
pure advertising and only a 
specialist can give them that. 

One final note I even 
Suspect that general agencies 
which have more or less special- 
ised in one or two branches of 
retail selling do a better job, in 
those lines, than their brothers 
who take on anything and every- 
thing, provided it is big enough 
Anyway if I had a grocery, a 
chemist’s or a woman's wear 
account, | know which agencies 
1 would go to. And pay their 


price 


Textbook For Hardware Trade 


HE story of ironmongery and 
hardware is a fascinating 
Frequent introduction of 


new ideas and new products make 


it an absorbing trade. In handling 
this wide range of consumer 
goods no textbook can take the 


| place of practical experience. On 


the other hand the extent of the 
trade is so vast that practical ex- 
perience is often not enough to 
give a sufficiently complete know- 
ledge. Hence the need for the 
Texthook of Ironmongery and 
Hardware published by the 
National Institute of Hardware, 
and edited by Captain A. J 

etiey, sales supervisor, City Dis- 
play Organisation. The book is 
conveniently divided into ten 
sections each dealing with a 
specific group of items of a most 


interesting trade. There are over 
one hundred illustrations. An 
eleven page appendix contains a 
glossary of trade terms, and a 
welter of classified technical in- 
formation. This volume should 
prove of extreme value to the 
ironmongery and hardware trade 
and all who are engaged in it. 


Trailer Exhibition 


IRST annual Motor Trailer 

Trades Exhibition will be held 
at Wootton Hall, Birmingham, 
from April 21 to 30. Theexhibition 
has been organised by Trailer 
Publications Ltd.. Birmingham. 
Exhibits will be arranged in the 
following groups: motor trailers, 
holiday caravans, shops and 
commercial trailers 
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Fashions-Fabries 


Only SEVEN MORE DAYS before the new, enlarged « Fashion= 
& Fabries”’ closes for press! There's still just time to book space 
in this superb fashion trade magazine—now larger and more 
luxurious than ever, Advance motices announcing the publication 
of the new enlarged * Fashions & Fabrics” on a 13th, have 
drawa an enthusiastic response from e quarter of the Women’s 
Fashion & Textile Trades. The first ge issue will contain, 
among many other tip-top features, a full re of the New 
Paris Gollections, This issue will be im the hands of the reader 
of * Fashions & Fabrics’ om the actual permitted release date 
of the Paris Collections. That is SERVICE the sort of service 
“Fashions & Fabrics” always gives its readers, “Fashions & 
Fabries” provides a unique Se tiuns for advertising to Fashion 
Buyers, Executives and Sales staff of all Department Stores, 
Madame” Shops, Retailers and Makers-up in Great Britain 


! a 
For details of Advertisement Space available please apply to r 
Edgar 8. Sibun, Advertisement Director. 


THE NATIONAL TRADE PRESS LIMITED ¢ A spectinen copy 
Drury House, Russell Street, London, W2 Se = . "= 
Telephone: Temple Bar 3422 (17 lines) ; a weil be sent/ 


upon application 
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TRADE & TECHNICAL ADVERTISING 


ADVERTISING | 
| 
| 
| 


. . for 
advertising 


STAINLESS STEEL FABRICATIONS 
for sure and economic coverage 
in the catering, food storage, 
brewing and allied trades where 
cleanliness and hygiene are of 
primary importance 


FOOD MANUFACTURE 


17. Stratford Place, London, W.1 


FOOD MANUFACTURE is one of the 
LEONARD HILL TECHNICAL GROUP 


& Public Works Dizest 


The monthly 
dealing with excavation, handling and 
transport of industrial and construs 


tional materials, World Digest 


LEONARD HILL TECHNICAL GROUP 
Manufacturing Chemist— World Crops 
Petroleum Paint Manufacture 
Muck Shifter—-Chemical Engineering 
Building Digest — Food Manufacture 
Fibres — Pottery & Glass — Atomics 


All published at: 


17 Stratford Place, W.! 
Specimen copies on request 


spec ialised journal 


Too Little Attention Given 


236 


To Publicity 


ANUARY issue of The Oil 
Engine and Gas Turbine 
contained the following comment 
on the neglect of publicity activi- 
ties in the engineering industry 
“Engine-making concerns have 
fo possess active sales organisa 
tions if they are to succeed; a 
vital branch of that service is pub 
licity. We feel that far too little 
attention is paid to training re- 
cruits for this work 

“In an engine works the pub- 
licity manager is usually expected 
to be able to supervise staff en- 
gaged in advertisement copy- 
writing, art work, photography, 
exhibition stand planning and 
stand fitting, the editorial and 
clerical parts of printing, also 
translation for overseas markets. 
In a smaller concern he may do 
some supervision on these lines, 
but more likely he will have to 
be his own ‘craftsmen.’ On top 
of this he often acts as host to 
visitors and as the No. | guide 
to the works. Articles have to 
be written for the British and 
foreign Press, and shows man- 
aged in person, not forgetting 
film demonstrations. 

“If these jobs are to be done 
well the publicity manager has to 
be an engineer, otherwise he is too 
dependent upon men in other de- 
partments. Some who hold such 
positions have not, perhaps, 
served an apprenticeship as en- 
gineers, but have acquired their 
knowledge of the company’s pro- 
ducts by years of relentless ob- 
servation and study in spare time, 
Few employees are expected to 
be so versatile, but in many in 
stances the status of this depart- 
mental chief is far below what it 
should be 

It is high time that better 
provision was made for training 
likely apprentices for duty in the 
publicity department. In future 

| grammes we have got to 
> very highest st indards 
Ipetition with makers in 
ind on the continent 
the burden upon the 
publicity staff will be greater 

The importance of being an 
engineer is paramount if the 
publicity manager has to do much 
writing of technical material. No 
one can write good, convincing 
urticles or advertising copy if he 
is handling second-hand material 
or feels at sea facts—it ts 
no task for fiction writers 

Let all large engine-building 
concerns make provision in their 
education schedules for men for 
their publicity sections, and strive 
to improve the status of those 
who carry out these tasks.” 


over 


* . * 
UTURISTIC industrial mon- 
tage embodying the hull! of 
1 ship. a railway engine, and 
several other items of heavy 
engineering equipment illus 


trates the cover of a new 
promotion-piece for Metallurgia 
the British journal of metals 
The cover was designed by 
Shacklock, and is printed in 
three colours, black, gold and 
grey. In addition to informa- 
tion on advertisement specifica- 
tions the brochure also contains 
a cross-section of the readership 
at home and overseas. 
* * * 

T the 1949 annual exhibition 

of the Art Directors Club, 
Buenos Aires, second prize was 
awarded for the sales leaflet 
describing the “Truvox” floor 
polisher. The leaflet was pre- 
pared by Gonzales, Castleton 
Shaw, Buenos Aires, local dis- 


Cover design of the prize winning 
promotion ~ piece for the 
“Truvox” polisher. 


tributors in the Argentine for 
Truvox Engineering Co., Ltd 
Wembley. The leaflet was printed 
locally in Spanish, and was one 
of the few entries from the elec 
trical field which came forward 
for final consideration. The prize 
was won in the face of keen com- 
petition from promotional litera- 
ture from an unrestricted field of 
consumer goods Graphically 
illustrated, the leaflet makes the 
sales story exceedingly clear to 
the reader 
* * * 
SSOCIATED _Hliffe 
+ publishers of The Amateur 
Photographer, have marketed a 
lens-testing device (originated by 
Mr. A. L. M. Sowerby, editor, 
which will be of interest to Press 
and advertising photographers 
The charts, including four 
spares, manual and a stout con- 
taining envelope, are retailed at 
7s. 6d 
One 
reliable 


Press, 


simple test will give a 
general-purpose guide, 
checked with 
precision 


but ults cat be 


mathematical 


| By using the advertising 
columns of THE SYREN 
AND SHIPPING your 
mame will be kept in 
front of the leading 
Shipowners, Ship- 
builders, Shiprepairers 
and Marine Engine 


Builders at home and 
overseas. 


* 


THE SYREN 


AND 


SHIPPING 


is the only weekly Shipping 
paper to publish monthly lists 
showing Tonnage under cons- 
truction at home and Overseas 


Send for a specimen copy and rate 
card to 


SYREN & SHIPPING LTD. 
26-28 Billiter Street, 
London, E.C.3 
Phone: Royal 5322 


RIDLEY’S 


WINE & SPIRIT TRADE 


CIRCULAR 


ESTABLISHED OVER 100 YEARS 
o 
Bound by subscribers annual- 
ly, for reliable statistical 
reference. Long life medium 
for wines, spirits and allied 
products 
For Specimen Copy and Rate Card 
pply: 
110, CANNON ST., LONDON, E.C.4 
Phone: Mansion House 2910-6100 


The 


ULSTER 
BUILDER 


covers 


every branch of the Building 
and Allied Trades in North- 
ern treland, in over 9 
towns. 


THE ONLY PUBLICATION OF ITS KIND 
IN NORTHERN IRELAND 


Rote cord and voucher copy 
from ft CHAMBERS, 
64 GREAT VICTORIA STREET, 
BELFAST, or 

Advertisement Office 69 FLEET 
STREET, LONDON, E.C.4. 
Telephone Centrel 5453. 
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—weqets 


STRAIGHT from the saw-mill . . or 
reverently handled heirloom—the raw material 
or the connoisseur’s choice . . . whatever is 
new or news in Furniture, Furnishings and 


Domestic Appliances, is faithfully reported in 


this unique group of trade-trusted journals 
whose combined average monthly readership 
of 38,000 covers the globe. Distinguished 
editorial direction and expanding world-wide 


faithful readership provide inescapable ‘musts’ 


for the discerning advertiser in these fields . 
THE 


wine A word, NOW, with the Advertisement Direc- 


CHRONICLES tor will ensure that you enjoy the best 
LTD. 


GROUP 


World coverage of the 


Furnishing end Wood- THE FURNISHING WORLD 
working Trades, 


The weekly trade news t 

manufacturing, whole- = y newspope 
sale and retail. THE WOODWORKING INDUSTRY 
The gechnical ronthly of the timber using incustries 
o THE FURNISHING TRADE ENCYCLOPEDIA 

The indispensable Trade Directory 
oa BRITISH FURNISHING & DOMESTIC APPLIANCES 
write or telephone the The sumptuous Export Quarterly 


Advertisement THE ENCYCLOPEDIA OF THE WOODWORKING INDUSTRY 
Director The reference work of the timber using industries 


available positions for your 1950 advertising. 


180 FLEET STREET, LONDON, E.CA. Tele. CHAncery 8844 (15 lines) 
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FOUNDED 1943 


For further particulars and Rate Card apply :-— 
Advertisement Manager, Birkett House, 
27, Albemarie St., London, W.1. Phone: REG 5805 


in the textile field 


TEXTILE MANUFACTURER 
A FIRST QUALITY PRODUCTION WITH 


EDITORIAL AND NEWS TO MATCH 


EMMOTT . ., KING STREET WEST MANCHESTER 3 
LONDON. Srrice 21, BEDFORD STREET W.C.2 


| creative men that 


Motorists expect Dunlop 
to provide the utmost in 
safety as well as in mileage 
And Dunlop does so Dunlop 
has taken tyre construction 
five steps forward to give 
you a stil) higher level of 
performance 


|_ Mone TEETH 
| 


> Ul | 


| TREAD PATTERN 


OF EFFECTIVE 


— | 


MAKE SURE...RENEW NOW WITH 


DUNLOP 


THE WORLD'S MASTER TYRE 
%& AVAILABLE IN ‘DUNLOP’ AND ‘DUNLOP FORT’ TYPES 


“TIT Ts2 
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We Have The Flair 


Says THOMAS SEGRAVE 


weird idea persists in the 
minds of many advertising 
engineers, 
chemists, electricians, and other 
technicians are not human beings, 
but a species of creature with 


| highly developed craniums that 


absorb only technical facts 

Having been an advertising 
man all my life, except for four 
years, when | was turned into 
an Engineer (Fitter), | can speak 
with practical knowledge of this 
species of technician. Yes, its 
main interest is engineering, and 
usually a specialised section 

Does it react to humour” Yes, 
as quickly as most other people. 
Would “The Little Horses” ap- 
peal to engineering executives? 
Yes! Do engineers cat as we 
eat and generally live as we live? 
Even Dr. Gallup would answer 
in the affirmative 

The art of raising an advertise- 
ment of the calibre of the “Good- 
win” effort (1850 Vintage) to that 
of “The Little Horses” is one for 
a trained adver*‘sing man. Re- 
sistance will be met from many 
clients at the outset. Sometimes 
it will take a year or eighteen 
months of hard work and intel- 
ligent, creative advertising think- 
ing to transport these accounts 
from the nineteenth century to 
the twenticth This is the sort 
of crusade in which some adver- 
tising men take sheer delight. 
Many are men not devoid of 
technical training, highly critical, 
knowledgable, probably good 
psychologists and experienced in 
selling by advertising. 

The facts of the situation are 
so simple and so often repeated 
as to have the air of truisms, 
but it cannot be too often pointed 
out that advertising managers 


and their directors are often so 


near their products as to hide 
in its shadow, and that a good 


| advertising man can soom gather 


the superficial knowledge of a 


} subject and strike an angle that 


will present the product to the 
buying public (technical, semi- 
technical or just plain “ ‘ornery™) 


| in its best light 


Obviously the advertising man 
must depend on the client for 
technical information, but once 
this is supplied, his is the job 


| of presentation, a job only 


partly understood by the majority 
of technical clients 

No advertisement can success 
fully sell “the whole bag of 
tricks” the best that can be 
expected of most technical adver- 
tisements is that they will arouse 
in the reader a desire to know 
more, a desire that should be 
anticipated and supplied in the 
form of well-designed and 
printed literature. Give us the 
facts—and we will supply the 
“flair.” 


This is the “oldest” looking 
advertisement I have seen in 
many a long day. To i 
represents advertising 
simplest, elementary, 

effective form. 


The second stage in advertise- 
ment renaissance Somebody 
has had an idea (craftsmen— 
saws wise craftsmen owls). 
Trite? Just a trifle. But . 
two more steps forward and a 
good ad. might result? 


A superb piece. of work. An 
idea simple, compelling, and 
direct. And this on the subject 
of aluminium, one no more 
inspiring than saws or needles. 
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Introducing 


WEST YORKSHIRE 


RICHEST MARKET IN THE NORTH 
AN IDEAL GROUND 


for 


LOCAL AND NATIONAL 


ADVERTISING CAMPAIGNS 


Within a 30-mile radius of Leeds is one of the most 
representative and influential industrial areas in Great Britain. 


It contains a population of 2,800,000 in 2,200 square 
miles and includes the centres of three major industries: Leeds 
—clothing manufacture, Bradford—wool and wool textiles and 
Doncaster and Barnsley—coal mining. 


et Bee Ae A APE NEP NR, 


West Yorkshire is a market worthy of serious 
consideration by both local and national advertisers. It can be 
reached effectively and economically by using 
THE YORKSHIRE POST and the YORKSHIRE EVENING POST. 


ILLUSTRATED BROCHURE SENT ON APPLICATION 


TO THE 
ADVERTISEMENT MANAGER 
THE YORKSHIRE CONSERVATIVE NEWSPAPER CO, LTD. LEEDS 1 


Ee 
< 


TEL. 32701 


LONDON OFFICE: 171, FLEET STREET, EC. 4 TELEPHONE: CENTRAL 9693 
MANCHESTER OFFICE: 5, CROSS STREET TELEPHONE: BLACKFRIARS 0867 
BRADFORD OFFICE: BROADWAY HOUSE TELEPHONE: 21571 


DONCASTER OFFICE: SCOT LANE TELEPHONE: 4001 


THE YORKSHIRE POST 


and the 


YORKSHIRE EVENING POST 


Members A.B.C, 
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WHY NOT A FILM EXECUTIVE? 


COUPLE of years ago 

I made a round of about 

fifty advertising and pub- 
licity agencies in the London 
area. I was then acting as a 
special agent on behalf of a 
large firm of film equipment 
manufacturers, and my job was 
to discover the number of agents 
prepared to handle some new 
visual-aids material and equip- 
ment, plus the number who (quite 
bluntly) would know what the 
term “visual-aids” signifies. 

At each office I asked to see 
either the films executive or the 
visual-aids officer. I met seven! 
At the others there was cither 
(a) a discussion as to who it was 
that handled films in the agency, 
(b) polite but abortive interest in 
the subject, (c) no interest what- 
ever, or (d) an open-arms attitude 
for further information, Of the 
seven film executives, six stated 
that they were concerned with 
motion-picture films alone. The 
other (bless his heart) knew more 
about visual-aids in advertising 
than | thought possible, and | 
spent a very happy hour in his office 
doing far more listening than 
talking. But apart from this one 
pleasant episode with a very 
pleasant films officer, | must state 
that almost all the agencies were 
in some way making practical use 
of modern visual-aids materials. 
But on the other hand, very few 
made use of visual-aids equipment 

a point which needs emphasis. 

It is very doubtful if there are 
many agencies, or agents, with 
sufficient technical knowledge to 
enable them to “place” a string 
of automatic film cabinets with 
the same adroitness and slickness 
as when they “place a string of 
ads.” Yet both jobs demand a 
high standard of proficiency; the 
first, in typography and allied 
subjects, and the other in projec 
tion and exhibiting. To-day, the 
films officer is discovering that 
handling the usual distribution of 
films is now only half the job, 
the other half is concerned with 
visual-aids 

The term “films officer,” now 
current usage, denotes any person 
not in the film industry who 
handles any part of film produc- 
tion and/or exhibiting. He (or 
she) may also be known as the 
visual-aids officer, but as already 
stated, visual-aids represent only 
a part of the whole 

What then, are visual-aids? 
All visual-aids in education (or 
in advertising) fall into cither of 
two groups—materials and equip- 
ment 

Materials are: Standard and 
sub - standard motion - picture 
films, ditto film and glass slides, 
filmstrips, and every kind of hand- 


By CECIL A. HILL 


How many publicity agencies employ a 
full-time visual aids or film executive ? 


Very few. How many agencies could 
benefit by making such an addition to 
their staff? Only the few whe are still 
awake, says the author of this provoca- 
tive article. And he tells you why... . 


drawn type-set or photoprinted 
illustration, including maps and 
documents, Globe-maps and any 
solid article used in an episcope 
may also be included in the list. 

Must the films officer be ex- 
perienced in the use of all these 
items? No. But he should 
thoroughly understand their 
usage requirements, especially 
their scope, and their application 
under varying or specific condi- 
tions. This implies a basic tech- 
nical knowledge, which may be 
illustrated by such a question as 
this: Why does a transportable 
rear-projection unit cost more on 
the beach at Bognor than in the 
streets at Woking? Answer: 
Because at Bognor there's a heck 
of a lot of sand, and special 
equipment must be used to pre- 
vent damage by sand to the films 
and equipment. A_ knowledg- 
able films officer, in planning a 
road-show campaign would 
therefore obtain a report on the 
prevailing conditions at Bognor 
before sending a unit there, and 
he would thus save his client 
from a waste of both time and 
money. 

How many agents could handle 
this type of work? Only those 
employing a full-time films officer 

a man who knows his onions, 
and his visual-aids. It is quite 
true, of course, that many exhi- 
bition contractors would be only 
too pleased to supply the labour 


and materials, but surely it is 
up to the publicity agent to 
dream-up the job in the first 
place? at is the fundamental 
lication here? 
at the agent shall place at 
the disposal of the client the 
entire range of the new media— 
a media which may range from 
ultra-violet illumination of fluor- 
escent-coated products and lucite- 
piped pictures which won't keep 
sull, to a national campaign 
taking films to dealer-agents. 
But whether the medium is 
shockingly simple or terribly 
technical, the agent must know 
how to apply and get the best 
from each. 

To proceed how many 
agencies have already offered 
their national accounts placings 
for automatic slide, strip and 
film projection-cabinets? In 
hotels, arcades, railway stations, 
sea and air-ports, hairdressing 
saloons and in amusement parks? 
Or don’t they know how many 
kinds of sites and site-getters 
there are? The answers, I think, 
would make a very sorry story 

The story of sponsored films, 
however, relates how some pro- 
gressive agents often wrote the 
opening chapters themselves. And 
agents were, I believe, directly 
responsible for the introduction 
of itemised film production-costs; 
proving the possibility of such 
things by merely demanding 


(Top) “Is your site good ie 2. 
(Left) “. . . then you'll see lots 
of people.” 


them, and insisting until the pro- 
ducers finally gave way and 
favoured their accounts with a 
little more work. And in acting 
thus, the agents automatically 
proved the value of live liaison 
between sponsor and producer, 
and perhaps also helped to dis- 
prove the theory that all middle- 
men are lecherous morons. . . 

And talking of middlemen, 
should the sponsor of a publicity 
film ignore the publicity agent? 
And go straight to the producer 
instead? If such were the general 
practice (and so it may become) 
the agents can blame only them- 
selves. But apparently not all 
incorporated practitioners incor- 
porate publicity with advertising. 

But remember, the number of 
film - minded industrialists and 
other sponsors is growing fast. 
for no-one can now dispute the 
value of forceful filmic propa- 
ganda and its power in influenc- 
ing mass human emotions. 

If you believe that publicity 
films are a form of publicity, 
(and I am sure you do), then you 
must also believe in their future 
and train or fit yourself to handle 
their future. For instance, many 
individual firms and large organ- 
isations have already produced a 
very large number of 16 mm. 
films—films produced at con- 
siderable cost to the sponsors. 
and, at the time of production. 
with considerable enthusiasm 
These films were then road- 
shown, mostly to selected audi- 
ences, and again at considerabie 
cost. But it was to the future 
that the sponsors looked. To 
the future when their films would 
be exhibited by of 


(Continued on pare 243) 
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examples of craftsmansiip, because of 
the exceptional quality of their production. 
This quality is achieved by a team of 
expert techmicians—art directors, film 
Through Theatre Publicity’s vast editors, script-writers and camera wien. 
organisation an advertising film con he —o be sure of the high level of 
distributed in 4,000 cine mas throughout prone and exibition of aah 

the British Isles. Included in these - re fi lms when the fogs made and 
cinemas is the great chain of magnificent “© stribated by Theatre Publicity Lta 
Gaumont-British and Odeon Theatres, 

plus the pick of the Independently owned 

houses. All films made by Theatre 

Publicity are recognised as the finest 


¥ 


Film House, Wardenr 
Lemdony Wx 
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ADVERTISER'S WEEKLY 


SCREEN ADVERTISING WITH A DIFFERENCE 


ERE is the ideal setting for your Screen Advertising: a regular 
cinema screen feature enjoying popular occeptance. 
THE TIMES’ presents all the attention-gripping interest of a NEWS 
REEL—it has both animation and sound. 
is preceded and followed by News, Humour, Sport and Travel stories, 
and this background of sustained interest en- 
sures the undivided attention of an audience of 
millions, in highly receptive mood. Your adver- 
tisement in ‘SIGNS OF THE TIMES’ is doubly 
effective, thanks to the solid goodwill created 
blished and popular Magazine 


CINEMA 
subi 
LIKE IT 


WALLACE PUBLICITY LTD Wallace Centre, 8 Berwick StW. 2 Gerrard 2639 


the Screen. 


A member of the Screen Advertising Group of the Association of Specialised Film Producers 


: 


aa 


Advertising Agents! 


CELLGRAVE CO‘LTD. 


. PRINTERS & ENGRAVERS ON ALL PLASTICS-METAL ‘WOOD-GLASS 
" * CROWN WORKS . 


Send your next enquiry to — 


- GOODMAN RO . 


‘SIGNS OF 


advertiser's ‘solus position’ 


tar fe c 
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| NEW FILMS REVIEWED 


Birth of a Drug 


UTSTANDING because of 

its photography, this film 
tells the story of the development 
of synthetic medicinal com- 
pounds. Beginning with the first 
speculative laboratory § experi- 
ments, the film traces every phase 
of the intricate research to which 
many workers must contribute 
before the final stage of large- 
scale manufacture is achieved. 
Some of the drama is lost because 
the film does not deal with a 
named drug. The film, made by 
the LCL Film Unit, on 16 
mm. stock, is available on loan 


Drum Handling 


igen handling of products or 
raw materials in drums is a 
matter in which many industries 
are concerned, but it particularly 
applies in the oil industry 

series of excellent instructional 
films on the subject have been 
sponsored by the Shell Refining 
& Marketing Co., Ltd., as the 
main part of a visual training 
unit. The object of each film is 
to show how and why each opera- 
tion is performed, and to demon- 
strate the correct drill for the 
handling of drums, safely and 
economically, The films, com- 
petently produced and exhibited. 
were written, photographed, 
directed, and edited by Ronald 
Gardner of the Shell Film Unit. 


Limestone Journey 


VERY phase of mechanised 

limestone quarrying—from 
blasting until the stone goes to 
the kiln—is demonstrated in this 
film. Designed to sell quarrying 
machinery and mechanised 
methods to overseas buyers, the 
production is a straightforward. 
stage-by-stage documentation 
Shots taken through clouds of 
dust and amid the ecar-splitting 
roar of giant  stone-crushers 
allow the viewer to see the func- 
tion of every piece of equipment 
in the system. Made for Ernest 
Newell & Co. Ltd. by Film 
Workshops Lid. 


New Budget Films 


OUNGER Budget Films 
continue to provide the ad- 
vertiser with a colourful, and 
varied screen medium. Made in 
different lengths, the films give 
the advertiser wide scope, and a 
variety of possible treatments 
Most effective in this latest batch 
are the swimming heads of 
Cephos, in full-colour. Other 
unique inserts are those for Key- 
stone Burgundy and Shredded 
Wheat, which conclude with an 
effective colour shot of the pack. 
Clever animation adds character 
to Horniman’s Tea _ insert. 
Lewoolin use a miniature fashion 
parade in full colour, while New- 
forge appeal to the parental in- 
stinct by featuring young children. 
Clever interspersing of black and 


white and coloured inserts gives 
additional variety 


How Footwear 
Is Made 

HE making of footwear in- 

volves many intricate opera- 
tions on a variety of machines, 
and “How Footwear is Made, 
Part |—Upper Making,” gives a 
realistic explanation of the many 
processes. Made by Technical 
and Scientific Films Ltd., under 
the direction of Denis Ward, the 
film traces the making of uppers. 
from the design of a new style to 
the completed job. Excellent 
close-ups of some of the machines 
in operation emphasis the ease 
with which they are operated, 
and the degree of accuracy it is 
possible to achieve. Sponsored 
by the British United Machinery 
Co., Ltd., this practical film will 
be shown to specialist audiences. 
Agents: Pictorial Publicity Ltd. 


Face In The 
Mirror 

P an excellent, Hollywood pro- 

duced training film, of 30 
minutes duration, being used by 
Parker Pens Ltd., to instruct re- 
tail salesmen, Lessons aye effec- 
tively put across. Students are 
shown how to sell a variety of 
products to a variety of cus- 
tomers. One or two sequences 
on “How not to sell” give greater 
force to the correct methods, 
which are, of course, in the 
majority. Salesmen cannot fail 
to benefit from this type of in- 
struction. Other firms might con- 
sider this method of staff training 
to meet harder selling conditions 
in world markets, 


Filmlets Reviewed 
A’ the list of advertisers 
using Filmlets lengthens, so 
the variety of presentation 
increases. In the series now show- 
ing in Gaumont British, Odeon, 
and selected independent cinemas 
throughout the country, Bristow’s 
Shampoo is a newcomer to 


screen advertising. Other 
users include: New Zealand, 
colour cartoon; Cephos, live 


action, black and white; Oxydol, 
colour cartoon; MacLean’s Tooth- 
paste, live action, colour; Birds 
Eye Frosted Foods, word move- 
ment, colour; Persil, live action, 
black and white—most effective; 
Bev, an amusing boxing cartoon 
in full-colour, Cadbury's, ani- 
mated, full colour inserts—a 
realistic bit of advertising this; 
Brylcreem feature Denis Comp- 
ton, and use their poster tech- 
nique in live action; Beecham’s 
Powders, live-action, colour; 
Rinso, coloured cartoon; Batche- 
lor’s Foods, coloured cartoon; 
S.R. Toothpaste, black and 
white, live action; Vim, coloured 
cartoon. All these inserts repre- 
sent striking advertisements with 
eye appeal. Distribution is ar- 
ranged by Theatre Publicity Ltd. 
EAG. 


ate, : ‘ . 2 * } 424 kee ee er — t ba Sead 
¥ : 
: i RE 
4 ‘ 
4 a i 
“dg a3 on ods es i F J “ 4 2 ‘ 
a , : u iy : 6 4 £ ‘ 4 ’ e. ; 
' M q a a) Mi 
Z ae > +  . ie 
ms ; e AI eos r a ‘ : 3 
ae | . . os so - z, 
be — yi nell e 7 G 
a ‘ ; | cai i —-_ , Rae : *y 
: THESMAGAZINE >> | 
; a E'SCREEN_ | 
- ; ; P| E E 
be a es 
bi SCC a 
if ; 
- /— i" 
i fa SS : 
— Pie i hans Ve | a wa 
ny : -f ' {. 3 r 7 ; yy ’ rene 
Le at SEON 3 
we ™ “ : 
“ee 35 {5 | 
4 % £ ' 3 , eerererne — | » 
‘< > owt mg hers Oamend a 
7s ® ey at eee b a ‘ 
“4 : | & 4 ~ | “6 
q \ eel on | 
+ ae -4ge> at Pe * 
_ 1, es | 1] fay «is if 
7 => 7 ee: fe ; J “atl | | % 
id BN pee - a | 
Hg . o 4 a + wale , < pee ' 
a eee CROOKES 
Le CESS RAUB ou 
ns ¥ SI cen arp ed | 
oe re ; 
> 
em 
ae : 
ee © c 
aes , ~-— ————— = 
NR : TIRING °° aia Sa 6 —— CUCU tll ea cS ee 


Feeruary 9. 1950 


Film Editor 
witless... 


AT. 
John Halas and June 
Batchelor, Halas, Batchelor Ltd., 
gave a show of the cartoon film 
produced by their unit during 
1949. Latest production is an ex- 
cellent recruiting film for the 
R.A.F., entitled “First Line of 
Defence.” A rough-cut of a car- 
toon film embodying a new 
technique was also shown. This 
production reveals that the unit 
is not restricted in its outlook 
and types of treatment, and show 
elasticity in imagination and con- 
ception of ideas. Other films in 
the programme, included, “Fly 
about the House,” “Farmer 
Charley,” “Charley Junior's 
Schooldays,” and two parts of 
“Water For Firefighting.” The 
latter film is mainly executed with 
models. All the cartoons are 
notable for their colour treat- 
ments. 
* * 
HE United Wire Works Ltd., 
of Granton, were hosts to 

some 350 guests in the Free- 
mason’s Hall, Edinburgh, 
recently They streened their 
45-minute film on the manu- 
facture of paper machine wires. 
wire, and wirecloth, made by 
Campbell Harper Films Ltd 
Captain W. D. T. Green, chair- 
man, told the gathering, which 
included many paper trade exe 
cutives, that they were exporting 
a large part of their production 
to 57 different countries. They 
hoped that the film would be 
shown abroad to assist in oversea 
trading effort 


Why Not A Film 
Executive? 
(Continued from page 240) 
commercial! road showmen 
throughout the country, To-day, 
approximately 800 commercial 
road-showmen are touring the 
country with modern sound-film 
equipment. And those sponsored 
films? he agents who 
helped to bring these films into 
the world failed to provide for 
their future! The main theme 
of this article, however, is not 
to be misjudged as a chi-dish plea 
for more firms such as those 
which have as their chief business 

the distribution of films 

Instead, it is a straightforward 
reminder that publicity agents 
must be prepared to handle the 
new media, and to realise that 
the scone of apnlied audio-visual 
aids jis almost unlimited. 

Hundreds of firms are already 
making use of a wonderful array 
of visual-combination com- 
prising pictures and products 
But when did all this start? And 
who supplied the initiative and 
driving force? Was it the equip 
ment salesmen and their go-ahead 
enlightened clients? 
impetus originate from a number 


of very secretive publicity agents? | 
' 


Don't tell me. . 


Or did the | 


HE film “Armourplate” and 

“Armourlight.”. made for 
Pilkington Brothers Ltd. the 
subject of the article “What Do 
You Want Your Film to 
Achieve.” by Jean Le Harivel, 
ADVERTISER'S WEEKLY, page 66, 
January 12, was produced by 
Cecil Musk of the Film Pro- 
ducers’ Guild. 

* * * 

ECEMBER issue of Manage- 

ment published by the 
Collége of Industrial Manage- 
ment, contains a comprehensive 
survey of industria! films, and 
their various applications. 

. . * 

ALPH NUNN MAY -has 

been appointed general man- 
ager of the Crown Film Unit 
Mr. Nunn May was deputy 
director of the films division of 
the M.o.1. under Jack Beddington 
Since leaving the Ministry he has 
been with London Films and with 
the Rank Organisation as associ- 
ate producer and producer. 

AG 


The Browns 
are at the 
Pictures! 


So are the Smiths and 
Robinsons YOUR 
CUSTOMERS! No 
matter the weather, you can 
always be sure they will be 
there! Over 15,000 000* of 
them - or more than half 
the total cinema-going 
public - can be reached 
through Presburys - the 
firm who first introduced 
the screen to National 
Advertisers. 


The quality of Presburys’ 
production of films and 
slides is unsurpassed — and, 
what is more, they PULL 
RESULTS! 


243 ADVERTISER'S WEFALY 


PUBLIC RELATIONS 


EDUCATIONAL FILMS 


The new series of British Electrical Development Association 
films has been acclaimed as a first-class achievement in the 
field of Education. 

These films are an important contribution to Education—and 


a significant step forward in the field of Public Relations. 


The new series includes: 
“WHAT IS ELECTRICITY ?” 
“PUTTING FREE ELECTRONS TO WORK” 
“ELECTRICITY & MOVEMENT” 
“AC. & DL.” 
“ELECTRICITY & HEAT” 
“ ELECTRO-CHEMISTRY ” 


“HIGH FREQUENCY HEATING” 


These films were produced by the 


MERTON PARK 
EDUCATIONAL FILM UNIT 


in Association with 
' 


stontmeor conceives THE FILM PRODUCERS GUILD LTD 


PRESBURYS 


S. PRESBURY & CO.,LTD 
GLOUCESTER HOUSE 
19 CHARING CKOSS ROAD, W.C.2 
Whitehall 3601 


Guild House, Upper St., Martin’s Lane, W.C.2 
TEMple Bar 5420 


} 


(A Member of the Association of Specialised Film Producers) 
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ADVERTISER'S WEEKLY 


AN 
AMAZING 
ECEPTION 


The January issue of the new 
COAL & COLLIERY NEWS- 
DIGEST has created widespread 
interest and congratulations 
throughout the industry in- 
cluding that section of the 


COAL BOARD executives 
whose influence, from the 
equipment manufacturers 


point of view, is all important. 

Letters bearing out this 
statement can be seen at 
our offices. 

It is therefore safe to say 
that COAL & COLLIERY NEWS- 
DIGEST offers to the MINING 
EQUIPMENT MANUFAC- 
TURERS a unique opportunity 
of getting their announce- 
ments to the ‘fountain heads’ 
of all the COAL MINING 
DISTRICTS for a very reason- 
able outlay—for example—a 
whole page (6}in. x 3}in.) 
throughout the year only costs 
ninety-six pounds. 


All particulars from 


HARPER & CO. 
8 Lloyds Avenue, E.C.3 


ROYAL 3838 


Feprauary 9, 1950 


BRITAIN’S KEY 
INDUSTRIES 


The industries indicated by the journals 

published from this OMee are distine- 

tive through the key positions they 

eccupy in the life and well-being of 
the 


country 
The Ratlway Gazette 
A journal of Railway Mana mt, 


Engineering Gocmtien and Railway 
cows. Single copies 

Prepatd Annual Subscription £251.04 
Diese! Railway Traction 

A monthly review of world-wide 

developments in dicsel-cngine de- 

sign and diese! railway traction oper- 

ation Single copies 2s 

prepaid Annual Subscription 203 

nd Record 


A journal of Shipbuilding, Marine 
Engincering. Docks + eee and 
Shipping. Single copies is 
Prepatd Annual Subscription £2 5s Od 
Power and Works Engineering 
A practical journal for Plamt Owners 
Engineers, and Works Managers 
Single copies 2 
Prepaid Annual Subscription 20s 
The Crown Colonist 
The only journal exclusively covering 
the Colonial Empire as a whole 
circulating throughout 40 
terruorics, and having for its princi 
pal object the welfare and develop 
mem of the Colonies and of British 
and Colonial trade gnd industry 
Single copies 2s 
Prepaid Annual Subscription 20s 
Colliery Engineering 
A practical journal for Colliery 
Managers and Engineers, and manu- 
facturers of Colliery Equipment 
Single coples 2s 
Prepaid Annual Subscription 205 
Coke and Gas 
A technical journal dealing with the 
scientific and technical problems in- 
volved in the production of coke 


and gas in coke ovens and gas- 
works, ae copies 2s 
Prepaid nnual pavaarinaion 205 


The industrial Chemi 
A journal pheno a the progress 
of applied Chemistry and Engincer- 
ing. Single copies 2s 
Prepaid Annual Subscription 20s 
Buliding 
A practical journal devoted to 
Architecture and Building Practice 
Single copies 2s 
Prepaid immed Subscription 20s 
Wood 
A practical journal, suthoritatively 
written, superbly Hiustrated. dealing 
with the growth, marketing and use 
of wood in all its forms 
Single copies 2s 
ey Annual Subscription 20s 


A journal devoted to the manufac- 

ture, packing and marketing of pro- 

cessed foodstuffs, and of the utmost 

value to firms supplying equipment 

or materials for the food industry 

Single copies 2s 

Prepaid Annual Subscription 20s 
Water Power 

A technical journal devoted to the 

study of all aspects of Hydro- 

Electric Development Published 

= ernate months 

Prepaid Annual Subscription 20s 

The Raliway Magazine 

A popular magazine comaining Mus 

trated articies on allways and 

1 ocomotives Published = monthly 

Single copies 2s 

Prepaid Annual Subscription Ms 


33, TOTHILL ST., LONDON, 8.w.1 


NEW BOOKS REVIEWED 


Population 
Breakdown By 


Rail Zones 


Newspaper Carriage and Parcels Traffic 
on British Railways. By Reginald Bezzant 


FRGS., MinstT (Wm. Dawson & 
Sons Lid 14s.) 
Publishing and merchandise 


dispatching departments will wel- 
come this new publication, as 
well as general traders. The 
magazine, book, and paper trades 
are especially catered for with 
an exposition of the build-up of 
their class rates with compara- 
tive tables of main town charges 
from 1914 to the present day. 

A section which students of 
population, circulation depart- 
ments and sales promotion and 
statistical offices might consider 
well worth the value alone is the 
entire breakdown of the nation’s 
population into the 10 railway 
zones with complete lists of towns 
in county and mileage order 

The importance of these figures 
to sales promotion departments 
cannot be too strongly stressed 
Sales percentages are so often 
taken on a_ borough figure 
whereas the rural population fre- 
quently comprises a considerable 
portion of the urban area 

Mr. Bezzant, who is News of 
the World circulation director, 
has dedicated the book to the 
Newsvendors’ Benevolent and 
Provident Institution, the News- 
paper Press Fund and the 
Printers’ Pension Corporation, 
which will receive the entire in- 
come from its sale. —W.AC 


Aid To Overseas 
Lorry Selling 


the British Commercial Vehicle 


Industry (Temple Press Lid 30s) 
This is a revised and up to 

date second edition, embodying 

many improvements suggested 


for the volume published in 1947 


Extensive tabulation of statis- 
tics, and captions in English. 
French and Spanish, simplify 


the use of the book for the 
foreign buyer, to whom it should 
be invaluable It is encyclo- 
paedic, and since products are 
classified by types, and the main 
sections colour-coded, reference 
is easy 

Ninety-two pages of full colour 


advertisements follow the well 
illustrated text, and the book is 
handsomely bound in durable 


cloth boards.—-A.N 


How To Manage A 
Printing Works 


Organisation and Management: W orks 
By F. Shackleton. (Sir Isaac Pitman & 
Sons Led. 4.) 


Another slim volume in the 
Printing Theory and Practice 
series, this deals with the busi 


ness side of printing. In it the 
author describes the organisation 
of the printing industry in general 
and, in particular, of printing 
houses large and small. 

This survey is followed by an 
account of managerial functions 
in relation to printing works. 

chapter on plant main- 
tenance also covers works lay- 
out and the lighting, heating and 
ventilation problems.—W.A.C. 


A.B.C. For Silk 
Screen Printers 


Sik Sereen Process. By H. V. Middle 
ton. (Blandford Press Lid. 7s. 64.) 
The need for a complete 
reference book of  informa- 
tion relative to the silk-screen 
process, associated materials, and 
supplies, has been apparent for 
many years. This need has been 
satisfied by this publication. 
Every conceivable aspect of the 
process is dealt with in alpha- 
betical order. There are explan- 
atory details. of smags that may 
arise in particular applications. 
Besides being a handy-sized com- 
pendium for the printer, the book 
demonstrates to the print buyer 
the numerous possibilities of the 
process in the printing of adver- 
tising and packaging of materials. 
AG. 


It's AllIn The 
New Whitaker 


Whitaker's Almanack 1950 a 
Whitaker & Sons Ltd 25s. (leather 
bound), 128. 6d (cloth bound), 7s 


(shorter edition).) 

The new Whitaker is in time 
to be a handy guide to the 
General Election with its mass of 
information about Parliament and 
Party Government, its list of 
members, alphabetically and by 
constituency, with their majori- 
ties. 

In a volume of 1,124 pages, 
there is presented an unparalleled 
wealth of information about pub- 
lic affairs, government, industry, 
finance, commerce, social usage 
and the arts 

Parliamentary and Govern- 
ment sections have again required 
extra space, and there is much 
new and useful information about 
the Boards of nationalised indus- 
tries 

Among other useful features 
are: a list of more than 1,200 
of the leading societies and insti- 
tutions; lists of the principal 
banks, building and friendly 
societies and assurance com- 
panies; statistics on such diverse 
subjects as employment. trans- 
port, agriculture, fuel and power. 

In the Dominion and foreign 
sections no effort has been spared 
to provide the latest and most 
accurate information on politics 
trade, finance and communica- 
tions. —W_A.C 
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SCOTLAND 


Reprint from Edinburgh Evening 
News 14/4 THERE tS NO BETTER MEDIUM 


WELL EQUIPPED eee 
AND HEALTHY | MODERN HOMES 


HOMES & HEALTH 
Jaaeenusesgetes| EXHIBITION 


Health Exhibition was proof that 

any genuine attempt to present WAVERLEY MARKET 

the latest developments reisting 

to home and health would always EDINBURGH 

command attention, said Lord]  6th—22nd April, 1950 

Provost Sir Andrew Murray, 

when he opened this year's ' 

Exhibition in the Waverley] @ Exhibition open Good Friday. 

Market, Edinburgh, to-day Edinburgh Spring Holiday, Glas- 
* While we know we must export gow Spring Holiday 

if we are to live,” continued the 


Lord Provost. “ we look forward to] @ Extensively advertised from the 
the a when the latest and the 


moat modern in design can be made Scottish Border to Dundee. 
available to our own long-sufferin, r . 
housewives *|  @ Fashion Parades daily. 
“We are accomplishing wentese 
im lt export market «en rom 
compliments we have earned for so e Sale of goods f the Stands 
doing are well merited, but we are permitted. 
only human, and few will be sorry 
to dispense with the compliments} @ Search for “Modern Home 
and obtain instead the goods we so : { 
anxiously require in such ls * irt. 

easure to refur 

equet" te “urnish 


All enquiries to: 


ASSOCIATED EXHIBITIONS LTD. 


79 WEST REGENT ST. 36 MAIDEN LANE 60/64 UPPER 
GLASGOW, C2 LONDON, W.C.2 JACKSON ST 
Dougias 4262/3 Temple Bar 5341/2 MANCHESTER 


kept and studied 


STTTCHORAPT 


each month during the 
——_— . 
RP eat thicre flew Lenco (ae) | # ¢s 4 second half of 1949 


ee eens . 


+ 


Within a stone's throw of the tranquil and pleasant 
Lincolns Inn you have the self-contained photo- 
litho plant of CHARLES AND READ. Here in Chancery 
Lane—in the very) heart of London—is produced 
some of Britain's best in photo-litho-offset printing. 


, 


{BC monthly net sales — July to December 1949 
£168 a page. Type area 84" x 6" 


RLES ‘aND READ LTD e idvertisement Manager 8. H. BOWDEN 
” A KE: 3 ; Stitcheraft Lid., Great West Road, 
Aancoy Zane. ect 


TELEPRONE: HOLBORN 2882 Brent{ord, Middlesex 


A COMPLETE PHOTO-LITHO SERVICE || Wm THE VERY HEART OF LONDON whe aphem Gling Gaty 
=n 
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ADVERTISER'S WEEKLY 


Mainly Perdsonal— 


By CONTACT 


LUNCHEON given by the 
directors of Odhams Press 
and the Daily Herald to 
Percy Cudlipp the other day 


to celebrate 
the tenth an- 
niversary of 
his _editor- 
ship of the 
Herald was 
a landmark 
in a notable 


progress: 
began journ- 
alism on 
South Wales 
Echo, Cardiff, reporter, Manches- 
ter Evening Chronicle; wrote 
articles and light verse for 
London papers; dramatic critic 
and humorous columnist, Sunday 
News, London; special writer 
and film critic, Evening Standard 
then assistant editor, then editor; 
editorial manager, Daily Herald: 
then, in 1940, editor, while still 


Percy Cudlipp 


in his middle thirties 
born in 1905). 

Cudlipp is a practised and 
witty speaker whose broadcast 
utterances, usually on current 
topics and political subjects, 
command attention, if not always 
assent. At club dinners and 
social functions his friendly 
verbal sparring bouts with Frank 
Owen are usually the best thing 
in the programme. 

He is married, with a 15-year- 
old son at Tonbridge Schoo! 
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1 SEE that Ralph Smart, who 
produced that fine Australian 
film, “The Overlanders,” has just 
completed the direction of “Bitter 
Springs” in Australia for Ealing 
Studios, with Tommy Trinder in 
the lead. Ralph is the son of 
H. C. Smart, who is London 
director of Golberg Advertising, 
of Australia and New Zealand, 
and who himself, like many other 
Australians in this country, has 
had a pretty eventful career 

As a youngster Smart senior 
served in the Boer War. Then. 
after representing the New York 


(he was 


trong... 


Pressure 
process 
stage 
into 


proofed by 
and 
Only 
Venus 


patented 
tested at every 
proven leads go 
Drawing Pencils 


MOOTH... 


A patented 


grit 
smoeth 


all 
be 


colloidal process removes 


and impurities—they must 


CCURATE... 


Accurate through and through—graded 


and tested by experts 


Venus Drawing 


Pencils make the right mark every time 


THE PENCIL WITH 
THE CRACKLE FINISH 


Perfect PENCILS 


THE VENUS PENCIL CO. LIMITED 


LOWER CLAPTON ROAD 


LONDON, E> 


Journal and London Globe in 
Peking and travelling extensively 
in China and Japan, he put in 
some months on journalistic 
work in New York, afterwards 
coming to London to edit one of 
the Temple Press journals for two 
years. 

He served for more than 
twenty years as director of pub- 
licity for the Commonwealth 
Government; visited Russia, 
Siberia. and Manchuria in 1926; 
has written widely on the Chinese 
Civil War; and, as Exhibitions 
Commissioner for Australia, has 
done notable work in various 
Empire and international exhibi- 
tions. He was in the Australian 
Imperial Forces in the first world 
war, and was liaison officer in 
London for the Australian De- 
partment of Information in the 
second 

For his work in advertising 
Australia, he received the C.B.E 
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THAT technical and industrial 
films have an advertising pull 
none the less powerful because it 
is incidental is the experience of 
Dr. Denis Ward, managing direc- 
tor, Technical and Scientific 
Films Ltd., whose new film for 
the British United Shoe Machin- 
ery people is only the latest in 
a series of noteworthy specialised 
productions 
An organic 
oomees Chemist. 
See Ward was 
with 
who 
him 
chance to 
make a pic- 
ture about 
the discovery 
of a new pig- 
ment. His 
breakaway 
into Wwhole- 
time tech- 
nical film 
production 
was, I sup- 
pose inevitable, film men who are 
qualified scientists being rare 
birds. 
His unit is in association with 
the Film Producers Guild. 
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SEEN IN the accompanying pic- 
ture (on the right, in grey coat) 
being presented to Princess 
Elizabeth is H. C. H. Graves, 
chairman of Vitamins Ltd. The 
occasion was the opening by 
H.R.H. of the road to the site on 
which a new Bemax factory is to 
stand. Graves has always taken 
a considerable interest in Vita- 
mins’ advertising activities; he is, 
of course, a member of the Ad- 
vertising Association Council. 
Vitamins’ advertising manager 
is R. M. Baddeley, about whom, 
some while ago, | recounted that 
heart-stirring epic of how he 
saved the Bemax ad. copy when 
a concrete block ship he had been 
using as an office sank in the 
Thames! Baddeley came to 
Vitamins last July from Parke. 


Denis Ward 


Davis & Co., where he was assis- 
tant to the advertising manager 
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DEVALUATION was the reason 
for the decision to move publi- 
cation of the U.K. and Canadian 
editions of British News to Lon- 
don, with F, T. Clark, hitherto 
U.K. representative, as managing 
director of F. T. Clark (British 
News) Ltd. 

Clark began his career as a 
technologist. After ieaving the 
Navy in 1922 he joined Marconi- 
phone in London as assistant to 
the chief engineer, and when the 
Marconi’s Irish company was 
formed, went to Dublin as en- 
gineer-in-charge and, later, mana- 
ger 

It was on his return to Eng- 
land in 1936 that his career in 
marketing research began. Suc- 
cessively he worked for Business 
Publications, mainly in connec- 
tion with Marketing Survey; 
the A. C. Nielsen Co., of Oxford, 
of which company he became a 
director; and then the British 
Export Trade Research Organisa- 
tion; finally starting on his own 
as a marketing consultant in 
1946. His book on marketing and 
market research, published by 
Pitman, was based on a series of 
rehabilitation lectures which he 
gave at the City of London 
College. 

Like many other advertising 
men, including some of the most 
prominent, he is an enthysiastic 
stamp collector. 


WEEKS WISECRACK 


“I suppose they'll be mak- 
ing a film about Mr. 
Cube next, and calling 
it “The Blue Lump’.” 
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GOOD TIMING in every printing job calls 
for clockwork efficiency combined with sound 
workmanship and these in turn demand 
responsible personal attention from start to 
finish. This is a service which we have given 
to National Advertisers for 36 years. We 
create ana produce original showcards, 
posters, cut-outs and novelties by every 
known process, A director is at your service 
— contact us at REGent 3295-6. 


dtnetie showed, clvr wus y HARRIES 


HARRIS ADVERTISING LTD., 29-30 KINGLY STREET - OXFORD CIRCUS - LONDON W.! REG 3295-6 


The ISLAMIC REVIEW is the only monthly published in 
England that circulates all over the World of islam, a large 
part of which speaks and reads English tt is these who 
matier, guide and determine the tastes of the people Out 
of the population of 400,000,000 Muslims about 150,000,000 
are those who in one form or other have come in close 
contact with Great Britain and the West Wt is therefore the 
most elective advertising medium 
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THE | Dota Advert. Rates 
Length of page Cover page £40 
Width of page Full page £30 
S O | SM Column width Half page £16 
_ jar Columns Quarter page £8-10 
provides the answer to the question 
of effective country-wide coverage Screen for blocks One-third poge On 
of Scotland's diversified markets Single Col. inch £2 
for campaigns directed to the , 
upper i noatey l Senes discount 5% and 10% tor 6 and 12 imsertions 
SCOTLAND'S NATIONAL NEWSPAPER Editorial Office: 18, Eccleston Square, 
North Bridge, Edinburgh 63 Fleet St. E.C-4 london, SWI VIC-259) 
Hind Advertising Service 
107, Tollington Way 
London, N7 ARC-2411 
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LIVERPOOL EVENING EXPRESS 
asc. 1,344 


July/December 1949 


This fine weekly provides intensive coverage of this 
famous seaside resort-one of the richest markets 
in the country Estatiished nearly 150 years ago 
the Brighton and Hove Herald today has an 
unrivalled reputation for sincerity. individuality and 
live modern presentation ABC net sales are 
26,659-—definitely a most valuable sales medium for 
this prosperous market 


E.W. PLAYER LTD. 


30-32 FLEET STREET - E-C-4 CENrrar2786-7-8 
The London Office for some of the Best Media in the Country 


COVER SWEDEN 


THROUGH 


A&A 


In Sweden A & A magazines have 

a combined net sale of |,606,973 

copies—80°, of the total number 
of homes (1,973,544). 


LONDON OFFICE 


FRANK L.CRANE 


69 FLEET ST. €.C.4. PHONE: CEN.261) 


Pictorial Views 


of Greet Britain and 22 other countries 


An extensive library containing scenes of 
Ancient and Modern beauty, local costume and 
countryside. 
ring 
western McLeish and Macaulay 
3854 


THE STUDIO, 44 QUEEN'S GATE TERRACE 
KENSINGTON, S.W.7 


The Mills & Rockleys’ region - 


campaign in any of the areas 
shown on this map consult 
Mills & Rockieys. 

Single sites, special displays 
or complete coverage for long 
or short periods. 


Every detail of « poster 


campaign neal genias 
and executed. 


MILLS & ROCKLEYS LTD. 
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CURRENT ADVERTISING 


J. Farrow (Gale’s Honey) To 


ACCOUNTS MOVING 

To J. Walter Thompson Co., 
Ltd.: Joseph Farrow & Co., Ltd., 
food manufacturers. Campaign 
for Gale's honey started in trade 
journals on February 1, and will 
expand to nationals in March 

To C, Mitchell & Co. Ltd.: 
Freezone Corn Remover. product 
of International Chemical Co 
Ltd.. from April | 

To Mitchell's Advertising Ser- 
vice, Glasgow: Jas. Grant & Co., 
Ltd.. house furnishers 

To Roy Hardy Advertising: 
Anzora and Nuzora hair prepara- 
tions distributed by Fassett & 
Johnson Ltd. Campaign, placed 
through G. Street & Co., Ltd., in 
nationals London evenings, 
men’s magazines, and trade Press 

To Cavendish Publicity Service 
Ltd.: Technological Institute of 
Great Britain, correspondence 
school (nationals and trade 
Press); Verrey's Restaurant; and 
Permalon Ltd., manufacturers of 
lighter fuel and accessories 

To Nicholls Dorrity Advertis- 
ing Ltd.. Birmingham: Chelten- 
ham & Gloucester Building 
Society; and the Low Fire Cooker 
Co. 


NEW ACCOUNTS 

To Armstrong-Warden Ltd.: 
Battery Construction Co., Ltd 
(trade journals); and Allman & 
Co., Ltd., agricultural equipment 
(farming and horticultural 
journals for 12 months) 

To Lambe & Robinson Ltd.: 
Fraser and Glass Ltd., moulders 
of plastics, from February 1. 
Preliminary campaign in trade 
and technical journals. 

To Sommerville & Milne Ltd., 
Glasgow: Scottish Cables Ltd.; 
and R. A. Peacock & Son Ltd. 

To Roy Hardy Advertising: 
Olympic surgical dressing, distri- 
buted by Fassett & Johnson Ltd 
Display material is being re- 
designed. No Press campaign yet 

To Cavendish Publicity Service 
Ltd.: Catholic Association, travel 
agents for Catholic pilgrimages; 
“K" Supply Co. mail order 
distributors; and C. England & 
Co., Ltd., manufacturers of the 
Turbonette 


NEW CAMPAIGNS 


For Nugget shoe polish, in 
nationals, London evenings, and 
Northern Ireland papers. Agents 
Young & Rubicam Ltd. 

For Autocheques Ltd., travel 
agents for motorists, in national 
dailies and Sundays, and London 
evenings in addition to the 
“classifieds” scheme in class 
dailies and Sundays Agents 
F. C, Pritchard. Wood & Partners 


Ltd. 

For Prestige pressure cookers, 
made by Platers and Stampers 
Ltd., in national dailies, London 
evenings, and magazines. Agents 
Charles Barker & Sons Ltd. 

For the Ministry of Agricul- 


ture, offering technical advice to| 
farmers, in selected provincials 
and farming papers Agents 
Erwin, Wasey & Co., Ltd. 

For the “Lend a Hand on the| 
Land” campaign of the Ministry| 
of Agriculture, in nationals.) 
London evenings, general interest’ 
magazines, and selected provin 
cials. Agents: C. PF, Higham Led. 

For Yard-o-Led propelling pen- 
cils, increased allocation § in 
periodicals and trade Press 
Agents: Roy Hardy Advertising. 

For Syncol anti-freeze made by 
Synthite Ltd., in motoring maga- 
zines, selected newspapers and 
trade Press. Agents: C. J, Lytle 
(Advertising) Ltd. 

For W. M. Miller & Co., Ltd., 
manufacturers of Mentor shirts, 
3 in. and 4 in. doubles, in 
nationals and general interest 
periodicals Agents: Stowe 
Bowden Ltd.. Manchester 

For the Sheep Skin Shop's 
Four Seasons beaver lamb coats 
extended scheme in national 
dailies and London evenings to 
mid-February For George 
Prescott & Son, Dublin manufac- 
turing opticians, in Irish nationals 
and Dublin evenings with 16 
shect posters in Dublin area. 
Agents Cavendish Publicity 
Service Lad. 

For Adams & Benson Ltd., 
iron and steel merchants, in trade 
and technical journals and local 
provincial media in agricultural 
areas for specialised products 
For Bamag Ltd.. in home and 
overseas trade journals.—For 
Clayton Bros., mineral waters and 
fruit squashes, in London even 
ings, home counties newspapers 
and the London Underground 
For Dussek Bros., in trade and 
technical media.—For Richard 
Hudnut Ltd. (home permanent 
wave, shampoo and hair prepara- 
tion and taperette), in women’s and 
national magazines.—For Loe- 
wenstein & Hecht, Peggy-Ann 
children’s dresses, in trade 
journals.—-For Non-Ferrous Dic 
Casting Co., Ltd., in engineering 
and allied media.—For Hunt & 
Winterbotham, West of England 
cloth manufacturers, in national 
and class magazines for the new 
Bond Street premises and over 
seas advertising to the tourist 
For Slick Brands Ltd., in the 
automobile, aeronautical, build 
ing, hardware and general engin- 
ecring Press.—-For Tack Ajit 
Conditioning Co., Ltd.. air con 
ditioning plant, in selected trade 
journals. Agents) Armstrong- 
Warden Ltd. 


OVERSEAS CAMPAIGNS 


For Schweppes ginger beer and 
tonic water, in magazines and 
newspapers in the New York 
area, backed by promotion and 
point-of-sale material. The cam 
paign will expand progressively 
as sales develop. Agents: Hewitt, 

& Mather 


Ogilvy, Benson 


J.W.T. 


R.C.N. Will Handle 
1951 B.LF. Ads. 


Rumble, Crowther & Nicholas 
Ltd. and the British Export Trade 
Advertising Corporation Ltd., 
have again been appointed by the 
Central Office of Information to 
handle advertising for the British 
Industries Pair, 1951, in all areas 
except US.A. RCN. will pre 
pare all creative work, and will 
prepare and execute the campaign 
in this country. B.E.T.A.C. will 
place the overseas campaigns 


Trade Press advertising for 
Liptons Paper Mills Ltd an 
nounces that consumer ads. will 
appear in national dailies, one 
national Sunday. provincials, and 
m cinemas Agents) Samson, 
Clark & Co., Ltd. 


44 Million Readers 


The annual report to the 
National Federation of Dyers 
and Cleaners of Mr. S. J. Byron, 
Press and public relations officer 
states that coverage secured dui 
ing 1949 reached 44 million 
readers through national, pro- 
vincial and county newspapers 
Highest coverage for any one 
month was secured in May, with 
a total of 9,274,500 

Figures are based on known 
circulation ‘figures of all papers 
using releases 


Mr. Basil Storey, who is to 
edit Sport-in-Print’s new maga- 
zine, Boys World, is also editor 
of Speedway Gazette 


ADVERTISER'S WEEKLY 


“New Yorker” Men 
> 
To Aid British 
Exporters 

Twenty per cent of the adver- 
tising in the pre-Christmas issue of 
the New Yorker—its largest issuc 
ever published-——-was for British 
goods, states Mr. Donald Lawder 
manager of the New Yorker's 
automotive and aviation depart 
ment 

Mr. Lawder and Mr. Howard 
Baldwin, the magazine's national 
edvertisement manager, arrived 
in London last week-end for a 
three weeks’ stay They will 
consult with agents and manu- 
facturers in London and the 
provinces, on the most effective 
way to tackle the American 
market and the contribution 
that can be made to this by their 
publication 

The New Yorker, claims Mr 
Lawder, already carries more ad 
vertising of British goods than 
any other American magazine 

It is naturally interested in the 
growing revenue deriving from 
the entry of Br'tish goods into 
America, he said. Possessing its 
own market research organisa 
thon, Wt regards it as a paying 
policy to give marketing infor 
mation and advice to British 
manufacturers, regardiess of 
whether they advertise in the 
New Yorker or not, On the same 
principle, he said, last year it 
turned down 167 American 
accounts which, it was felt, were 
unsuitable to their markets 

The magazine, which is widely 
tread by leading executives and 
advertising men, has in its adver 
tisement department a number of 
experts cach of whom is con 
cerned with advertisements for 
one line of commodity. 


Sommerville & Milne Lid., 
Glasgow, have added a suite of 
offices to their premises 


PRINTING INDUSTRY PRODUCTIVITY 


TEAM ON THE 


A Productivity Team from the 
letterpress printing industry left 
for America yesterday (Wednes- 
day) under arrangements made by 
the Anglo-American Council! on 
Productivity and E.C.A 

The industry is a direct ex- 
porter of a substantial amount of 
printed matter, but has a more 
important indirect share in the 
export drive through its supply 
of sales pamphlets and cata 
logues, and a great variety of 
printed cartons and labels to 
every kind of exporter Much 
more production is to-day de 
manded of the industry than it 
can supply. ht is undermanned, 
though it was given high priority 
for labour under the Control of 
Engagements Order; and is also 
in need of new machinery A 
large proportion of the printing 
machinery made in this country 
is also in fact going abroad as 


WAY TO U.S.A. 


part of the export drive The 
letterpress printing industry has 
therefore to look to greater pro 
ductivity to enable it to fill a 
larger place in the national 
economy 

In America the team will ex- 
amine production methods, fac- 
tory organisation and layout, 
operating conditions and the atti- 
tude of labour to production. It 
hopes to see examples of 
America’s most up-to-date and 
best equipped factories in the 
various sections of the trade, in- 
cluding book printing. periodicals 
printing, high quality colour 
work and jobbing printing. The 
team will also study composing 
room methods and particularly 
pre-make-ready, photo  type- 
setting, methods of mechanical 
handling and modern ink-drying 
methods. The team will leave 
New York on its return journey 
on March 23. 
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ADVERTISER'S WEEKLY 


Town Guick SERVICE 


od ® 
of Muluiith « Both are 
y 
» consistent high a Co. haw 
a the addres 


nd immediate 


Two ementials 10 every ee 
(1) Rapid retiable service © Strand Lithosran 
- business UDOM which The » contac 
features of Dust support, You are invited Oe a 
uit 2 ane 0 where you will receive cow 
below 


attention ~aLL-N" SERV “ue invaluable 


comprehensive wervine Sat 
~~ —_ the Company nandies the 
a 


your machine 


Many cyt erm «find 


hast 


Simply supply d plate ready fe 


from idea wo fnwhes 


E STRAND LITHOGRAPHIC CO. LTD 


choose the best | 


medium 
for reaching the Plumbing, ONE MORE 


Heating, Ventilating and 


Sanitary Engineering trades STYLE-SETTING 
choose ARTIST VISUALISER 
“THE PLUMBER || wanted by 


& JOURNAL OF HEATING” || GEE 


Specimens and rate cards 


supplied with pleasure ADVERTISING 


32 FINSBURY SQ, E.C.2. 


MON. 15412 LIMITED 


Not just a footstep-follower 
but a “ style-setter 
and trail-blazer. Preferably 


TO PUBLISHERS 


We specialise in the printing 
and dispatching of establish- 
ed monthly, quarterly and 
annual publications. Send 


i your enquiries to :-— with a leaning towards 
Sf. vee, ite. fashion work. Imperatively 
; Leytonstone, E11 LEY 1164-5 a man with ‘ advertising 


sense ’ who can interpret 

a campaign or copy 

theme into terms of virile 
yet elegant layout. 
Absolutely no restrictions but 
immediate and future 
prospects which such a leader 
deserves to expect. 


te 


CLELAND 
PACKAGING 


Cartons, outers and display pieces made 
Seats qiges ond Seay peas ange Write or telephone for 
best traditions of Industrial Design — appointment (in London if 


functionally and visually 


WM. W. CLELAND LTD 
STAPLE HOUSE, HOLborn 252! 
CHANCERY LANE, W.C.2 & BELFAST 


necessary) to: 


ART DIRECTOR 


Gee Advertising Ltd., Welford Rd. 
.’ POSTER SITES and Carlton St., Leicester 
BULLETINS Tel. ; 65959 


HENDON 
BILLPOSTING 

COMPANY 
37, Spring Street, W2) ———— — 


PADDINGTON o1ee/? 


q Sire ¥e° of course 
i 


GIANT ENLARGEMENTS 


up to 80 sq. ft. in one section for the B.1.F 


I M1 ie 10h NGS 


Without Steet Dies / 


The Autotype Co. itd. Brownlow Rd 
London, W.13 "Phone : EALing 269! 


50 Fesauary 9, 1950 


MEDIA SPACE RECORD 


For week ending cneeed ary 5 
London Column 


Da length SPACE IN COLUMN INCHES 
oo Se ee eet eer 
Eveni (emches) 

venings Gusto) Display Classified Financial TOTALS : 
Daily Express 44 mx 201s 334 42 2,143 

ly Herald 40 19 x le? 1,585 82 4i 1,708 
Daily Mail a6 2x" 2.2524 134 59 2435 
Daily Mirror 72 13x Ie 1,435 23 _— 
Daily oe 48 22 x 924 1,963) 2.975% 
News Chronic 48 2x 1,726 4294 43) 2199 
The Times 62 24x 2 118 1,857 6 3,675 
Evening News “4 2x! 1404 1,126 23 2,553 
Evening Standard 76 iSx I 1,586, 6784 18 2,283 
Star 72 1Sbx 1 L154 440 18 1,612 


Sunday Papers 
News of the World 10 2x ij aut a4 - Sis 
Observer 10 2x2 $24 71 - 505 
People 10 19 x Ie 4554 - 4584 
Reynolds News 12 2x1 538 5 . 543 
Sunday Chronicle 10 2x! 591 3 - Sue 
Sunday Dispacch lo 2x! 508 - $37 
Sunday Empire News 10 2 x= 1 602 a - 6064 
Sunday Express 10 2x! 497 is - 510 
Sunday Mail PU is xt 509 8 S17 
Sunday Mercury 2 is xt $30 43 $73 
Sunday Pictoria! 16 imx 1 7 - - 357 
Sunday Sun 10 22 = I 627 s 635 
Sunday Times 10 | 22x 2g or 1h) $01 94 — 695 
Western Independent | 16 7x We 647) | 74 = ! 7218 - 
. . . 
Provincial Mornings 
Aberdeen Pres & Jnl, 3% 22 x if 763 1,085 46 | «1,874 
Birmingham Gazette 42 22 «xi 737 852 7 | 1,660 
Birmungham Post 42 24hx 2 798 1,652 92 2,542 
Glasgow Daily Kecord 72 sox fe | 112 Bos 6 | 1,474 
Manchester D. Dis Se 2x i 1,154 319 Ms 1,509 
Manchester Guardian 8 23 x 2 oS 2,490 M4 3,469 
Newcastle Journal & 

North Mai | Rad 2x! 1,066 o14 «6 2.016 
Shetheld Telegraph | 38 22 x if 1,133 1034 | 65 | 2,233 
Western Daily Press | 36 | 25)x% 2 712 2,237 53 3,002 

. . . 
Provincial Evenings 
Aberdeen E. Express $2 is x if 1,274 : 
Belfast Telegraph 42 23x 2 2.845 1,727 23 
Birmingham E. Des. . 42 2 x= if 1,380 1,736 o 
Birmingham Mail 42 24x 2 yi 2,776 
Bolton Evening News 38 2*xil 1,030 1,561 
Bradford Tel. & Argus 22 x 1 1,261 1,583 
Coventry E. Telegraph 1sx I 1,561 1,167 
Eastern Evening News 72 15 x 2 1,3a4 676 
Edinburgh E. News 46 22 x 1 4 2.1564 _ 
Glasgow E. Citizen au 22x 1 810 1,103 - 
Glasgow Evening News 68 5s x I 1,119 580 
Manchester E. Chron 72 is xl 1,068 | 2,086 - 
Manchester E. News — 6x1 = -: 
Middlesbrough E. Gaz 72 is x1 1,8 1113 | 2,677 
Newcastle E.Chron...| 80 | 15 x If | 1,614 | 1,517 — | 3131 
Northern D. Telegraph) 68 1Sgx 1 1,0823 1,322] i 2,4054 
Sheffield Star | 76 sx 1 | 1905 | 145) | rT 2.857 ; 
W. Lancs. E. Gazette.| 72 | 16x 13 | 1.773 1,408 3,182 ‘ 
Yorkshire E. Press 36! 22h x 18 | 4,501 876 _ 2,377 


It must be borne in mind when reading these figures that a large 
number of newspapers are still unable to accommodate all the display 
advertising offered them. 

in many instances classifieds are still published in “A” and “B” 
copies. Figures given here and on the opposite page represent space 
eccupied in one copy. 

Where spaces are left blank, it is because the information has not 
come to hand in time for inclusion. 


Everyone knows Mr. Barritt 


~ 87 year old coal merchant. 39 years on Rawtenstall 
(Rossendale) Town Council, 3 — Mayor. Like him, 
everyone in the Rossendale Valley knows, respects and 
has a warm affection for the local weekly— 


ROSSENDALE FREE PRESS 


one of the 


——~., DARWE 
Souskey we 


8. FLEET ST. EC4 
CEN 2715/4371 


East Lancashire's popular 
Weeklies 
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MEDIA SPACE RECORD 6 o:i:ued) 


SPACE ae Ce COLUMN INCHES 


TOTALS 


es aZRBR SBN Rava aB 
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ELNSeS 


Rugby Advertiser 

Salisbury & Winchester 
journal 

Somerset County Gaz. | 


Rotherham Advtr. 
South Yorkshire T 


Stourbridge Cry. Exp. 
St. Helens Reporter .. 


Warrington Guardian | 
Wellington journal . 
West Herts & Watford | 


Observer 
Worthing Heraid 


= 
283 
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Record Distribution Of B.LF. 
Advance Catalogues 


Organisers of the 1950 British 
Industries Fair, to be held from 
May 8 to 19 at Earl's Court and 
Olympia in London and at Castle 
Bromwich, Birmingham, _ this 
week began distributing a record 
total of advance B.1.F. catalogues 
to more than 100 territories. 

The catalogues are indexed in 
10 languages and altogether 
25,000 copies, covering the Lon- 
don and Birmingham sections of 
the Fair, will have left Britain in 
a period of seven days. Small 
consignments for Australia, New 
Zealand, Far East, South 
America, U.S.A. and Canada 
went by air 

Some 5,000 of the catalogues, 
which weigh 34 Ib. and contain 
1,800 pages, were dispatched to 
the U.S.A. and Canada, to meet 
demand ¥ North American 

Miss “Pauline Arnold, vice- 
president of the Market Re- 
search Company of America, is 
the wife of Mr. Percival White, 
and not Mr. William White, as 
stated last week 


buyers which this year is notice- 
ably greater than last year 

The final editions of the Lon- 
don and Birmingham B.LF. cata- 
logues will be published on May 
8. the opening day of the Fair, 
and will be distributed to over 
seas buyers as they arrive at 
Earl's Court, Olympia and Castle 
Bromwich. 


Yorks S.D.M.A.A. 
Study Weekend 


The Yorkshire branch of the 
Society of Diploma Members of 
the Advertising Association is to 
hold a study week-end on April 
22—23 at the Cairn Hydro at 
Harrogate 

The provisional programme is, 
Saturday, April 22, 3.0 p.m. tea; 
3.30-—5.30 p.m. Mr. Stanley Mal- 
lett, of Cowans Paper Sales, on 
“Paper”; 6—7 p.m. dinner; 7.30 

9.30 p.m. general session. 
Sunday, April 23, 1230 pm 
luncheon; 2-4 p.m. speaker (to 
be arranged) on 
p.m. afternoon tea, disperse 


“Printing”; 4.0 


Smettem 


plan it — 


AND GET RESULTS* 
For thirty years I have special- 


¥% Write for booklet proving that 
when Smettem plans it — you 
get results. 


E. G. SMETTEM 


Consultant and W riter-salesman 


47, FLEET STREET.) ONDON, E.C4 © 


Centrai 1477 — Kengston 1390 


eee 


gives complete coverage 


Rl Buildin 
Bridge St... Walsall. 
eee 


$866 2S S928 SSS S17 SS 


OPSA DATA 


POSTERS—EGYPT 


The controlled exhibition of 


posters on prominent, well- 
maintained hoardings in Port 


Said and Tanta is now fully 


organised Particulars on 


request 


AL BILAD ES SAUDIEH of Mecca 


| is NOW appearing twice per 
| week instead of weekly. 


Ali Parteculars on Middle East Press trem 
GEORGE YOUNG 

OVERSEAS PUBLICITY & SERVICE AGENCY C° 

0 Fleet St. London EC4 Cen 549467870 


SILK SCREEN ARTS L? 


97 SHIRLEY ROAD CROYOON 
aAooriscomert 1147-8 


HIGHEST GRADE 


CLEAN © SHARP 
CRAL TS MANSHIP 


PLEDY SERVICE 
) EXPRESS J 
OELIVERY 


THERE 15 WO SUBSTITUTE (or EXPERIENCE 


OF GLOUCESTER 


(Aff itt 


//}] 
EXHIBITION: * DISPLAY 


- SILK- SCREEN 


‘PHONES 
GLOUCESTER, 22281-3 LONDON, VIC 3563 


a I ht A EE. LEGS ORE APOE BD 


oe aS Oe Sh ee as oe ; : oo. ae er ney 
Score aa a , : = Fi : : ad %, “ 
La es 
Ga Pe 251 ADVERTISER'S WEEKLY oy, 
% ee 
pt Sai lee ES es a SS * ot ——— = ‘a j a 
i Provincial = | Chanethat - u 
“ Weeklies © regs} San | disptey | Dome ‘Petia me | a 
2 Bi bend | Mca" | Peconcas = ah 
is $f jf | sk 
ie Accrington Observer “i 
tot & Times | i i | S88 251 283 1,132 rd 
f Bedfordshire Times -| 10 | 2igx 18 | 483 | = 450 ma hl NEWS Be 
Berrow’s Worcester | | i ’ FL , j : me 
Re ne im ie 
kpool Gazette & | | DS in 
¥ Bournemouth Times 4 x i 877 | | 13! om a 
ESS ee —=*™S 2 
r ree x 14%, | ns at 
es ee PC <a 
, 3 ¥ — m git 
Chester Cheonicie | |_| 1° . Hs a | 7 | rors ree 
: yl - x 1h so 308 | (1,078 Cs 
— Pw Te lee | 
Rastheurpe Ganette || 16 xin | os os) & ised in promotion campaigns for “it 
ce ty RS a I las . newspaper and periodical in- - 
eeu faire Advir| 10 x 2 S54 | tae 397 | 1,009 terests, national and provincial. a ae 
ee usc | Me) at | is | i | se |e ee _ 
Rs tings O' 10 ” 1 | . you are i | * fm 
Herts i x 2s ; ae 
seer ee) S| | 21S | seudinc mone SPACE | = : 
jute L. of W. County Press | 10 x2 473 312 an owas b 
am fet Nene 10 xt so 198 22 | 83, | CREATING CIRCULATION | -_ 
: essenger =...) 10 . 2 oo 0 = 
2 tisb Times Seriee "| 10 | Mb | fo! | se | tao | 27 | — printed salesmanship CAN es a 
Luton News & Bed-) | } | r. 
é3 fordshire Advertiser | 0 | Mx 1 72 | (480 150 1,401 help. oe 
Middiesex Chronicle | | a he 
x —} -| a eh, " ins can 7 ar Po 7 jap 
“ay Prescot & District | | _- 
* a. a ee ee | . 
P| : 2. ; | " | ne | : 1 
Se eres) 44 | 22 x 2 1,767 | 920 753 3.440 . 
Sout = ee a 
10 | 2x 19 | ase az |e 1,199 eae 
TCU ————— encinemsinadniiientinnnindennnitaiine t 
A i: } 20 163 1 753% | 244 | 1708 11684 ee ot q 
Sram } 10 | 2% x if | 7 | ge | 2a 1,278 ' 
HE inte : i 
, — 10 FH x ib | ps 128 ie ane t q ~ 
Wals erver | 10 | abx of | ao | aes 3285 | 1175) «| 8 
me Me eS le j a 
Py = | a : a e 
® | 12 | sip 1 | 516 ae ne v9. t f y wOWCARD 4 a 
ie } z= LE) a = y J i g S$ ARDS «STR S - 
iy ¢ q tAm a 
am quest i 
We ‘A POSTERS ON 4: 
i iA uP TOAMY sizp N : 
age ‘fa : ~ 
Pa | 
- rhe ! f 
; } t | ii 
=. t _ 
ae ‘ cour® ' —— : : . ts 
Bi gie° qnet® =o | J Sy 
a + yee)? a — = * 
ed ¢ We 1 —_ ‘ 
Ae ° t 
a = ° | 4 
P* 40.0 ' 4 
Ps t i 
aie ove i > 
f ‘ e 4300 ogpe # : 
<) * pvt 7 ¢ 
i ; 
: P| op? qet™ - 6 a 
™e ® ovs®* ' ; : s 
: ,s0)> | ; ‘ 
7 qs Ff 
sees t ‘a 
. Che : * 
| i - 
i ; 
= Balsall | é 
Observer : 
, serber | ; 
” SE —(‘(‘(CSCtiSRSE ? << 
* P| ; 7 : | ; 
he a a 
‘i i 
ro / “¥ 
—————————— 5 :, d: 
A. > SRR a A ee eee Te ie ee a. s a Be oe oe 7 a 


ADVERTISER'S WEEKLY 


THAT E. E. Van Lennep. display 
advertiement manager, The 
Times, has returned from a four 
months business trip to Canada 
and America. 

* * * 
THAT A. M, Sommerville, man 
aging director, Sommerville & 
Milne Ltd., Glasgow, has been 
appointed to the Council of 
Glasgow branch of the Incorpor- 
uted Sales Managers’ Associa 
hon. 

. * 
THAT “Jim” Horrox, until re- 
cently honorary secretary of the 
Publicity Club of Leeds, has been 
presented with a son. And 

” * * 


THAT James J, Mather, adver 
tisement manager, Yorkshire 
Evening News, and a member of 
the Publicity Club of Leeds, has 
had a similar addition to the 
family. 
* * 

THAT V. L Traversy, director. 
Taylor Advertising Ltd.. Mon- 
treal, and R. Iversen, director, 
Dek-Rek, Oslo, have been visit- 
ing the City Display Organisation, 
which their firms represent in 
Canada and Norway respectively 


* * 

THAT among  high-climbing 
members of the Royal Marine 
Forces Volunteer Reserve who 


made an assault on Snowden last 
week-end (and whose photo 
graph appeared in the Daily 
Graphic on Friday before setting 
off) was Cpl. H. Bartlett, an ac 
count executive with Press & 
General Publicity Service Ltd 


THAT James Gourtay, a director 
and former chairman of The 
Glasgow Herald, has been clected 
an officer of the Barony of Glas- 
gow Benevolent Society 

* - 


THAT Bayer aspirins are to be 
advertised to the consumer again 
later this yeat Agents are 
Edward Walters (Advertising) 

* . 


* 
THAT N.A.BS. has received a 
subscription from Kenneth 
Witherington, an advertising man 
now living in Fiji 


T. H. Peter’) Webber art 
director, Pictorial Publicity Co 
Lid., and Evelyn M. Harvey, a 


P.R.O. with the same agency, who 


were married recently 


felt 


COMMENCING WITH THE ISSUE 
OF MARCH 4th 


NET CIRCULATION 34,608 


will be able to meet the long 


wants of its advertisers 


Kull pages and other spaces will 


be available 


Particulars and Rate Card from 


WILLIAM REED LTD 


Eastcheap Buildings, London, E.C.3 


THAT W. L. Andrews, editor of 
the Yorkshire Post, will on Feb- 
ruary IS address the Royal 
Society of Arts on “The Post-War 
Position of the Provincial Press.” 
THAT the question of the ap- 
poitment of a publicity officer 
for the City of Glasgow has been 
remitted to the Finance Commit- 
tee of the Corporation 
7 


tHAT Barnstaple Rural District 
Council have decided for the 
second successive year against 
taking part in the joint adver- 
tising scheme promoted by the 


North Devon Association 
* 
THA! Brigadier Lionel Cross, 


Deputy Director of Public Rela- 
tions at the War Office, has been 
spending a holiday in Dublin 

* * * 


THAT René Elvin, public rela- 
tions officer with W. S. Crawford 
Ltd., has contributed an article 
to Far and Wide, a magazine of 
the Guest, Keen & Nettlefolds 
group 


* * * 
THAT Lestie Mardera, North 
Thames Gas Board P.R.O., spoke 
on “Public Relations” to the 
Institute of Public Administra- 
tion yesterday (Wednesday) 

* * 


THAT M. R. Samuel, of Caven 
dish Publicity Service Ltd., flew 


to Dublin recently to submit to 
his clients, George Prescott & 
Son, a shop-front design 


executed by the agency's art 
director. W. White. 
* * 
[THAT Rosalind Bicknell, re- 
cently appointed advertisement 
manager, Debutante, is laid up 
and will be away from her desk 
for several weeks 
* * 
THAT W. H. T. (Bill) Tayleur 
and Anthony Phelps, who has 
recently joined him in W. H. T. 


Tayleur (Publicists) Ltd. were 
recently involved in a motor 
smash Phelps escaped with 
slight concussion, but Tayleur, 


though not seriously hurt, is still 
in hospital. He expects to be 
back at work in a week or two 

* * * 
THAT at the recent 
Brazilian Society's Annual Ball 
at the Dorchester Hotel, The 
{mbassador sponsored a fashion 
show: “British Fashions for a 
Day in Brazil.” 

* * * 
THAT W. (“Bill”) Smith, of the 
Crown Colonist, after an opera- 
tion in Bromley Hospital, is mak- 
Ing good progress. 

* * * 
THAT Scottish interests are to 
oppose the ruling of the Post- 
master General banning tartan 
decorated envelopes, as, they say, 
this discriminates against Scot- 
tish firms trading abroad. 


Anglo- 


Eric Arnold, director, Stowe & 
Bowden Ltd., welcomed the guests 
at the third annual dinner-dance 
held by the agency, at Manchester 
recently. More than 100 members 
from London, Manchester and 
Newcastle with clients and 
friends, attended 


ADVERTISING 
DIARY 


Friday, February 1@. 
Liverroot anp Disraicr Pus- 
Licrry ASSOCIATION Speaker 
Norman ones, chairman 


Manchester Publicity Association 
INCORPORATED ADVERTISING Mana 
cess’ ASSOCIATION Dunner-dance 
Cafe Royal, Regent Sircet 
Pusticrry Cice oF GtLascow 
“ ack on As Others See 
Us In Edinburgh 


Monday, F 13. 
Busro. anp West Pusticrry 
Crus. 8S. S. Wheeler on “Trans- 
portation Advertising.” 6.30 p.m 
Pusuicrry Civs oF NorrinoHam 
Speaker Jarvis, staff train- 
ing manager, Boots Pure Drug Co 
Lo Reform Club 7pm 
Mancuester Pusiicrry Associ 
TION Luncheon Speaker A 
Roland Thornton, Motion Picture 
Association of America. Engineers 
Ch. 12.45 p.m 


Tuesday, February 14. 
Pusuicrry Cius oF SUNDERLAND 
T. Wake on “The Bowes Muscum.’ 

ADVERTISEMENT CONTRACTORS 
ASSOCIATION Annual meeung 
Waldorf Hote! 2.15 p.m 

Women’s ADVERTISING CLUB OF 
Lonpon. Dinner. André L. Simon 
on “Post War Vimtage."’ Trocadero 
7 p.m 

Socrety of Dutoma 
Or THE ADVERTISING 
Informal dinner Speaker 
Wright, Strand Brasseric. 6.30 om 


MEMBERS 


Pusiictry 

Organisa- 
H 

Siougsh 


, Fe 16. 

Berks «np Bucks 
Cive and Management 
tions Speaker m 
McCullough. Crown Hote! 
7pm 
INCORPORATED SALES 
ASSOCIATION Speaker 
Wheaticy from the Bristol Branch 
Camton Hall. 6.30 p.m 

PusLicrTy Cis oF LEEDS 
Lunch Morgan-Williams on 
‘Advertising Must Pay Its Way 
Powolnys 

Pusucrry Civs oF _ Lonpon 
Little Journey io Wall's Ice Cream 
plant at Acton 114 pom 


Friday, February 17. 
Pusiecrry CLUB oF 


MANAGERS’ 


Giascow 


Speaker: Sir Patrick Dollan 

Pusticrry Civs oF SHEFFIELD 
Luncheon. Rev. Howard Cruse on 
“Voice of the Church 

REGENT ADVERTISING Clues 
Dance Royal Hotel Woturn 
Place, WC.2. 7 pm 

Monday, Fe' 20. 

Posuicryy C©ivs oF Lonpon 
Sir Frederick Morgan on “Publicity 
and the Phoney Peace.” Waldorf 
Hotel 6 pm 

Twesday, February 21. 
_Pusticrry Cius of SUNDERLAND 
Speaker: Roy Lakeland 
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Fearuary 9, 1950 


CLUB NEWS (Continued from page 219) 


Craddock On Advertisers 
Who Have No Policy 


“All things considered, busi- 
ness for 1950 looks good,” said 
Mr. Hubert W. Craddock, 
president, Incorporated Adver- 
tising Managers’ Association, 
when he addressed the Publicity 
Club of Leeds last week. 

“At least, prospects for the 
first six months are. What will 
happen after that will probably 
depend on whatever Government 
is elected behaving itself both at 
home and abroad,” he continued. 

Mr. Craddock’s address 
covered, among other points, 
sales promotion, advertising 
policy, media research and com- 
merciai radio and television. He 
said 

“ How many so-called * leaders 
of industry’ know much about 
advertising? —except to regard it 
as a possible worker of miracles, 
or else they automatically slash 
the proposed budget by 334 per 
cent when that poor fish the 
advertising manager presents his 
scheme for approval.” 

“Take the policy to 
lowed in a good advertising 
scheme. Is it not perfectly 
amazing that many national ad- 
vertisers (so-called) have no 
policy at all, but are content to 
run a jumbled-up series of 
isolated advertisements without 
any continuity of theme? 

“It is claimed that the adver- 
tising campaign is ‘more flexible’ 
by this means. In practice, many 
imitate their competitors’ adver- 
tisements as far as they dare, and 
advertise at their competitors in- 
stead of to the buying public. 
Surely a scheme, to be successful, 
should be most carefully thought 
out months in advance, and 
planned and then progressed 
through regardless. 

“Look for less institutional ad- 
vertising. Watch out for a more 
competitive style of copy. Look 
for more consistency in advertis- 
ing. Remember that a product 
by itself contributes nothing to 
the general happiness. Its use 
does! Our job is to demonstrate 


be fol- 


“Randall's News” Is 
Revived 


Randall's News, organ of the 
James H. Randall group of com- 
panies, light engineers and manu- 
facturers of ice cream equip- 
ment, has been revived as a 
quarterly, and 10,000 copies of 
the first issue have been circulated 
throughout the jce cream in- 
dustry. 

First produced in 1935, 
Randall's News was discontinued 
when war broke out. It is en- 
tirely written and produced by 
Mr. Roy Hardy, of Roy Hardy 
Advertising 


some attainable benefit to the 
prospective buyer 

“The media research spon- 
sored by Hulton Press is a won- 
derful job of work. 1 would not 
like to see in general practice, 
however, a number of less respon- 
sible journals conducting reader- 
ship surveys about each other. It 
would lead to law suits, if not 
to civil war. 

“| think that media is stil) not 
chosen with sufficient care. There 
is still a tendency to show 
favouritism for old time's sake 
Advertising managers should get 
tough. We want to know: the 
cost of space per inch per thou- 
sand; an analysis of readership, 
age, sex, etc.; the character of 
the publication 

“Personally, I loathe commer 
cial radio and I would urge that 
all future development in broad- 
casting of this nature be dropped 
We should concentrate on com- 
mercial television. This will be 
the biggest money spinner in 
publicity in the next decade 

“The television audience will 
soon surpass the combined circu- 
lation of all our magazines. By 
its use, advertisers will be ablc 
to demonstrate their products 
right in the consumers’ homes 
The medium will be alive, human 
and convincing, but there will 
have to be enormous technical 
progress first.” 


YOUNG NEWSPAPERMEN CONFER 


ADVERTISER'S WEEKLY 


At the Publicity Club of Leeds annual dance in aid of the National 
Advertising Benevolent Society, last Thursday. Left to right: Staniey 


Gray, chairman; 


Frank Bloomer, 


president; H, Lomas, N.A.BS. 


steward; W. C. Strachan, past chairman. 


Bloxham Defines Three Elements 
For A Successful Campaign 


The three elements of a suc- 
cessful development campaign, as 
defined by Mr. Clifford Bloxham, 
chairman, Clifford Bloxham & 
Partners Lid., when he addressed 
Berks and Bucks Publicity Club 
last Thursday on “Advertising as 
a part of organised marketing and 
as an expression of its purpose,” 
were 

A clearly stated marketing 

objective and a clearly laid out 

overall plan; 

Sales work and sales pro- 

motion detailing to improve 

distribution and the state of 
mind of the wholesaler and/or 
retailer; 


After summarising the output 
of newsprint, and import pros- 
pects, he svid the Rationing Com- 
mittee were hoping that the 
seven-page basis would continue 
at least until the middle of the 
year. It could be expected that 
as supplies increased, more news- 
papers would fail to print the 
permitted sizes 

One of the chief reasons for 
the small size of newspacers in 
this country to-day had been the 
enormous increase in sales. Total 
sales were up 60-70 per cent, but 
they had sagged slightly in the 
last two months, and a falling-off 
could be expected when sizes 
increaced and duplicate buying 
diminished. 

Suggesting that the downward 
movement of prices in newsprint 
mieht soon be checked. Mr 
Somerset said that operating costs 
had been increased by devalua- 
tion; many non-dollar countries 
were looking to Scandinavia as 
their principal—if not sole— 
source of supply in the future; 
and raw material prices were 
rising 

Tuesday's conference. held in 
the Newsnaper Society's council 
chamber, was opened by Mr. W 


Truby, manager, P.A.-Reuter 
(Photos) Ltd. 

“Let's Have More Promotion 
This Side of the Ocean ™ was the 
theme of an address by Mr 
Leonard Garland, director and 
general manager, S. T. Garland 
Advertising Service Ltd 

The gomg was going to get 
pretty tough for agents and for 
the “non-national” Press, said 
Mr. Garland. He believed that 
the latter could play its part by 
affording much more promotion 
before, during, and after the 
publication of an advertisement 

Every newspaper should regu 
larly oublish in a standardised 
form facts concerning rates and 
production requirements, circu 
lation, readership, market cover 
age. and local, data A local 
mailing list could be offered to 
advertisers A regular bulletin 
could be issued to shopkeepers, 
so that window displays could 
coincide with the apperance of 
advertisements 

During publication newspapers 
could offer dealer tie-ins. stickers 
and labels. “blown-up” pages, 
and frames for advertisements in 
window displays. 

There could be further check- 


An advertising appeal rightly 

pitched at the right public 

When these requirements had 
been correctly analysed, said Mr. 
Bloxham, when these elements 
had been correctly conceived, and 
were well carried out, it would be 
very surprising if a solid success 
were not achieved 


LADIES’ EVENING 

Manchester Publicity Associa- 
tion ladies’ evening at the Mid- 
land Hotel last Friday featured 
4a mannequin parade of spring 
coats and suits, and a display of 
modern ballroom dancing 


(Continued from page 215) 


ups among retailers, reports to 
agents with suggestions, and the 
publication of local selling 
success stories 

Mentioning that during his 
recent visit to North America he 
had found that a 15 per cent 
agency commission was the rule, 
Mr. Garland said that no adver- 
tising agent could afford to give 
the services he had been indicat- 
ing except on that basis 

At a dinner held at Simpsons 
on Monday evening, Lieut.-Col 
R. A. C. Radcliffe, secretary, 
Management Research Group, 
spoke on “Management in a 
Changing World.” 

Among the Association's guests 
at the dinner were: Messrs. P. 
Herbert Grime, president, News- 
paper Society, and A. L. Grime 
(Blackpool Gazette), B. K. T 
Barton (Leicester Mercury), 
W. T. Curtis-Willeon (Brighton 
Herald), H. L. Haworth (West- 
minster Provincial Press), Eric L. 
Thomas (North Wales and Border 
Counties group), John Swallow 
(Express and Star, Wolverhamp- 
ton), M. H. Rowntree (Darlington 
Echo), M. Robinson (Wakefield 
Express), and W. G. Ridd 
(secretary, Newspaper Society) 
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PUBLICATIONS NEWS AND NOTES 


“Contact” To Be A 
Bi-Monthly 


Contact, a magazine of travel, 
pleasure, and the leisure needs 
and interests of men and women, 
will begin publication in mid- 
April in succession to the Contact 
Books founded by Mr. George 
Weidenfeld four years ago. 

The new Contact will be pub- 
lished bi-monthly throughout 
1950 and will become a monthly 
magazine at the beginning of next 
year. Price will be 2s. 

Mr. Jack Winocour, formerly 
assistant editor of Illustrated, has 
joined Contact Publications Ltd 
as executive editor. Mr. Weiden- 
feild continues as editor, with 
Miss Clarissa Churchill, formerly 
Vogue features editor, a8 assis- 
tant editor, Handling promotion 
advertising, and circulation will 
be Mr. R. G. Rolls and Mr. R 
Adams. Mr. Donald Munro will 
be general manager 

In addition to publishing 
special features on travel at home 
and abroad, Contact will discuss 
theatre, films, music, books, the 
home, and food and drink. Il 
will be lavishly illustrated in 
colour and black-and-white 

There will be a guaranteed 
print order of 20,000. Page ad 
vertisement rate will be £80 (as 
compared with £100 in Contact 
Books), and there will be an in- 


BOLTON STANDARD 


has a wide circulation in Bolton 
Lancashire's laraest and most 
Prosperous town-—-end districts 
containing @ population of 300,000. 
1S BEST VALUE POR MONEY 
The medium for every 
National Advertiser 
BOOK A SERIES NOW 
Display rate 8- s.c.i. 

On sale every Thursday 
VICTORIA ST., BOLTON 
Tel. 4742 (2 limes) 

Lendon: 115 High Holborn F.C.4. 
Chancery 47523 


pees TE rs — 


SHOWCARDS 
Hendwritten or - th Screened 


DUELPS 


Pvevucry 
1, NEELO PARADE, WEMBLEY 
WEM. 3366 and 2939 
“ Publicity " Wembley 


Telegrams 


recta 
Gaus, Necnfnper 


EXHIBITION 
STANDS 


MERCURY DISPLAYS LTD. 
nes, OF 32-3 


troductory offer of six pages for 
the price of four for advertise 
ments to appear between April 
1950 and March 1951, provided 
the order is placed by March 
1950. 

Mr. Rolls, the advertisement 
manager, has been with Contact 
Books for more than a year 
Refore that he was advertisement 
emanager of Harper's Bazaar 


Ad. Reeord For 
“Furnishing World” 


The February 10 issue of 
Furnishing World wil! create an 
ill-time record for the newspaper 
with 150 pages of advertising 
The following issue, February 17 
will contain the same number of 
advertising pages. These special 
issues are being published in con 
nection with the British Furniture 
Trades Exhibition which opens 
at Earl's Court next Tuesday 


“Daily Film Renter” 


New Cover Style 


Daily Film Renter has adopted 
a new style of cover advertising. 
in which advertisers occupy the 
entire front page, bleeding off on 
all four sides, and acquiring 20 
per cent more space. A _ four- 
colour display was used for the 
first issue in which the new treat- 
ment was adopted Simultan- 
eously the Daily Film Renter 
adopted a new title design, using 
a bold condensed modern face in- 
stead of the drawn title-piece 
which it has carried since its in- 
ception in 1927. Rates are un- 
affected 


February's Cloth and Clothes, 
with its many excellent mono- 
chrome and colour illustrations, 
consists of 104 pages, plus covers. 
of which about 70 are occupied 
by advertisements An 8&-page 
trade report on green paper has 
articles in French, Spanish and 
Portuguese 

NEW NUMBERS 

The telephone number of 
McLeish & Macauley, colour 
photographers, of 44 Queens 
Gate Terrace. $.W.7, has changed 
to Western 3854 


New telephone number of 


Commerce Weekly is Temple 
Bar 311 


NEWSPAPER SOCIETY 
DIRECTOR 

H. R. Davies is director 
the Newspaper Society, not 
ssident, as was stated inadver 
tently in a report last week. The 
president. of course, is Mr. F 
Herbert Grime 


The annual meeting of the 
Newsvendors’ Benevolent Asso- 
ciation is to be held on February 
28, the date having been changed 
because of the general clection 


Pressmen Give Their Opinions On 
Public Relations Officers 


Public relations officers were 
told what journalists think of 
them when, at the Institute of 
Public Relations meeting last 
week, Mr. Alan Pitt Robbins, 
news editor, The Times, Mr. 
Truman Wiltshire, editor-in-chief, 
London Counties Newspapers, 
Miss Julia Cairns, editor-in-chief, 
Weldons Publications. and Mr 
4. H. Silcox, editor, Gas World, 
spoke on “Press Relationships in 
Public Relations.” 

Mr. Pitt Robbins said that, 
properly conducted, the P.R 
system could be of great benefit 
to the Press, but there was the 
danger that some unimportant 
organisations should have gentle- 
men associated with them who 
adopted the title P.R.O. “I sec 
the results of their work,” he 
said, “and some of it is really 
ghastly. But, of course, the hand 
out is only one part, and possibly 
a small part, of the P.R.O.’s work 
He must be a channel of infor- 
mation between newspaper men 
and his organisation. | have little 
use for the P.R.O. who, having 
held up an inquiry all day, pleads 
at six o'clock that the story must 
wait until the following day.” 

Mr. Wiltshire, speaking from 
the local newspaperman’'s point 
of view, cited one County Coun 
cil’s reason for not appointing a 


OBITUARY 
J. B. Greenbury 


Mr. Joseph Bernard Greenbury. 
for several years commercial! 
artist to Eyre & Sons Ltd., 
of Chesterfield, died suddenly at 
Whitby on January 30, aged $7 


A. Whitehead 


Mr. A. Whitchead, of the dis 
patch department at Samson 
Clark & Co., Ltd., died on Mon- 
day last week. He had been with 
the company 38 years. 


Legal and Gazetie 


New Companies 


Eidos Led. Proprietors, publishers 
Printers and distributors of magazines 
journals and newspapers Nominal 
capital: £2,000. Drrectors: Bileen H. M 
Ramsden and Margot E. Fates 

1 Ady Agency, Ltd... 29 
2 Nominal capital 


Austiia Frars, E.C.2 
Directors: Miss P. Ingram and 


£1,000. 


Miss M_ Buree 

Univeral! Exhibitions Ltd., 40, Holland 
Park. W. 11 To take over “Universal 
Exhibitions Nominal capital 


Permanent directors: O ’ 
Eileen Henderson and Prudene J 
fietd 


(The abeve-mentioned particulars of 
new companies recentiy registered are 
taken from the Daily Register compiled 
by Jerdan and Sons, , Company 
Registration Avents, 116 Chancery Lane, 

London, W.C.2.) 


REGULATIONS CONTRAVENED 

The first case to be brought before 
Hastings Magistrates’ Court in refa‘ion 
to the Town and Country Planning (Con- 


trol of Advertisements) Regulations, 1948 
was bheerd recently when Mr. Henry 
Percy Gibbons proprictor of Marine 


Court Restauram and Mr Walter 
advertisement con- 
tractor, were found guilty of contra 
‘ening the regulations by displaying an 


Pesauary 9, 1950 


P.R.O.: “He wouid not be suffi 
ciently knowledgeable on any 
one subject to be able to give the 
Press what they wanted, and he 
would not have the same discre 
tion as the Clerk or Deputy Clerk 
of the Council to give informa 
tion to the Press. He would ob 
viously have to err heavily on the 
side of caution.” 

Mr. Silcox presented a sym 
posium of the opinions of his 
trade Press colleagues. One of 
them, he reported, had pleaded J 
that P.R.O.’s should cease to be 
mere hacks for the grinding of 
the propaganda and advertising 
axes 

Miss Cairns thought a P.R.O 
could double his value if he read 
papers to which he was sending 
material. 


More Support For 
Sewing Contest 


Iwo more groups of local 
newspapers have agreed to spon 
sor local competitions in the 
National Sewing Contest 
arranged by the National Needle 
Arts Bureau, as a follow-up to 
National Sewing Week, from 
February 18-25. They are the 
Beds and Herts Pictorial, Satur 
day Te legraph and Luton News 
(Home Counties Group), and the 
South London Suburban Group 


Leeds Chamber Of 


Commerce Journal 


Latest edition of the classified 
trade directory of members of 
Leeds Chamber of Commerce has 
a record number of entries. 

Since it was first issued in 1947, 
this publication has grown to half 
as big again as its original size 
Many additional trade headings 
have been introduced and the 
survey of the industry and com 
merce of Leeds is more compre 
hensive. 


advertisement relating to Marine Court 
Restaurant on a hoarding on the fron 
of a bombed shop 

Both were dixhareed without penalty 
Mr. Towner being ordered to cay nom 
inal costs of f1 Is 

At the conclusion of the case, in whict 
the defence had alleged that the Corpor 
ation had used the samte site to advertise 
evemts held by them last summer. the 
chairman (Mr A. Coats) said ‘The local 
authority itself is in the most fortunate 
position of having preferential weatmen 
under the Act aces become author 
wed if the Corporation chooses to use 
them." 


WILLS 


Moatey Sruarr, editor of Cam 
ail) 31 


£5.635 19s. 2d. gross, £5.518 2s Sd. net 


c 4 

£1.101 ISs, 8d. gross, £672 Is. 9d. net 
PaNTin. for 
many years London representative of the 
South Yorkshire Times Rotherham 
Express W arwick and W arwitck thire 
Advertiser and the Herts and Cambs 
Reporter and for many years repre 
semative of the Mexborouch Billposing 
Co.. and the Shefficid Bil'posire Co 
besides a number of technical journals 
teft £3,821 7s. id. gross, £3.787 25. Od 
net 
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ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS 


Available only : RATES: N N v 
fe tee  Conndl APPOINTMENTS VACANT 3s. per tine. APPOINTMENTS WANTED 


a 26d. pee ne,” Diop pel Sper techy AN other mubcaiows S62 PRODUCTION ASSISTANT 
Situation is alse excepted ignoring space. ‘ WANTED 
oT . 15% : ‘ We want another production 
NEEDLES AND | seston, GCA Ph o p+ aaa . assistant. 


He must be a young 


HAYSTACKS. | | Keeney "routine, "Newspaper 
ency routine N 

** APPOINTMENTS VACANT eeioies on elude, Wie 

Our particular needles are GRANADA THEATRES require firs ARTIST (preferably maic. carly rwemies) be capable of organising ail 

especially hard to find these | class screen cutter good layouts. ideas leticring. adapiations production work on a number of 


ani photographu . f requmed mmmediately and permanently 
days, we know, but we're — 6 Cromwell Kingston Write giving full paruculars Prior w smail Sccounts, and be able to 


appomment for viewing specimens make quick adaptations of layouts 
prepared to be patient. AMESTANT EDITOR required by be rs QAK. 20 Blackfr.am Lane, London for the Press. He must be keen 
of wbiishers im the t | 


We refer to that small circle allied fhelds Permanent is | to make Poss _ — and 
~ , ready to that litt extra 
of artists who, although not ciained | wade pubinine Ful | 1 IF YOU'RE AFTER without being asked. /pply by 


requ re 


B: eekly 10 Fb « 
yet possessing names which m 424 Ad. Week Fleet St BCs A JOB... We are not letter giving full details of ex 
| 
| 


thunder round the galleries 
of fame, are nevertheless very ARTIST 
near the top in their own 
particular speciality. They may 


perience, age and present solory, to 

interested. The man we are -_ MANAGING pe te oy TD. 
A . TIBBENHAM PUBLICITY L 

looking for has got a job, but seeks o 244 High Holborn, Londen, W.C.! 


change for one in which his ability to 
experienced in producing conceive and prepare original layout 


layouts for women's pop- ang copy will give him greater outlet 
ular magazines wanted for and prospects of advancement 
letterers or retouchers—free- studio of London publishers. This is & progressive Manchester of typing an Sect. Write stating 


Agency and our Staff know of this experience and salary required w the 
lance or otherwise. Must be capable of finished advertisement . Secretary Brann Period.cals Lad, 4 
Chancery anc 
We offer them a high salary, art work such as titles and ee af shout yoursell, but se & YOUNG MAN, age about 14, Feauired 
, t a » please! by 1 i adve M 
congenial conditions and a stan- decorative features. Pre Box 40! pgs a 
dard worthy of their steel. Our sent staff have been noti- Advertiser's Weekly, 180 Fleet St., £.C.4 nothes and poses: general adveriining 


and publicity Me preicratly 
fied of this. advertisement. ine 
phone is Welbeck 5445—but MARKET RESEARCH. Larse Loedon t 
Need! ly of h Box 422 Agency requires experienced Research Apolicams should give 
eecies Only piease-—no Nay. Advertiser's Weekly, 180 Fleet St., £.C.4 man to take charge of thu phase of im — on. experience, age. and salary 
activities, He should be under 40 and d to 
e E NTAG ie) N should have had agency taining in 4 Box vy Ad. Weekly 180 Pleet St BC’ 
AMBITIOUS YOUNG MAN reouired to wide variety of investigational work. He PRODI <TION MAN Wanied by tech 
assist mainiy in copywriting, but also in wil be cxpected u fl , Ww 
Design Services Limited general servicing of wade and technical ments, to : ‘ event ,- 3 og 
accounts. This t 4 splendid opportunity recommendations he H 7 eaperierced in orderne 
— . for a young man who has had some reluctamt’ 1 make blocks and typesctting and mairtenarce 
oe yn EESGSE end Emveiee experience and wishes (© g/ow with a checking and proving. He will be well of schedules. Ability 0 do neat layouts 
Department British  Mcdical busy London Advertising Agency. Write paid and included in the pension and adsputions an advanase Five 
Association Good salary penss _ ——# age experience and salary — Se3 Ad. Weekly 180 Fleet S BCS ” week 
’ e require : a y 1 St x 350 Ad. Weekly 180 Pleet St ECs 
es gale: ah Box 320 Ad. Weekly 180 Pleet St BCS . . ’ jot 
© 
BMA. House, Tavistock PRODUCTION ASSISTANT required by 
Square, London, W.C.1 leading London Pubiisher Experience 
ss in simiar post. ksowledge of printing 
a SRTISEMENT bgt dag LA binding and blockmaking processes and 
a an - agg Fn a pg em especially ability prepare typo 


eraphical layouts and rough skeiches 
and expenses to the ar man. Full for jacket designs, etc. are essential 
particulars to ublications, 46 Writ wit tails of age. education 
Watford nN don N.Wa4 — » om . , 


“ 21> expenence and salary required. to 
Phone: HENdon 1934 and 3570 Box 427 Ad. Weekly 180 Fleet St BC4 


YOUNG LADY ASSISTANT for Sant: 
ne 
be figure men, illustrators, 


la Nia ni ale 


i ke ee ae 


COPY TYPIST | GENERAL CLERK 
(female) required in advertisement depart 
mem of old established City publishers ASSISTANT REQUIRED 
Slay week. hours 9-‘ Staf® Pension 
Scheme Please write a particulars to handle production on a number of 
age, salary, expericmce, to rs . 
Box G804 c/o Streets, ‘10 Old Broad counts enter expareaion 3 Fvetes 
Sueet, E.C tion Manager. Write, stati « experience, 


age and salary required to 


WANTED CRANE PUBLICITY LTD., A Chief Visualiser 


5/9 Quality Court, Chancery Lane, W.C.2 


$H OW CARD | | 2000 Fron TUNtitts in one of ine 
mie newspaper groups are offered W a 

keen well-educated young man wishing ° ° P with first-class agency experience on national accounts ; 

A Pp T i 5 T to make 4 career in advertising. Cand) 


must have completed miltary | a Quick worker with up-to-date ideas, and the modern touch in 


" initial traning will be with 
in ign LY Birmingham  Gazeti LimiteJ 
For Lettering and Desig (Birmingham Gazette. Evening Des- | €Xpressing them; a practical knowledge of artists, the art market, 
Work patch, Sunday Mercury, Sports 
Ss 7 ul * \ 4 ‘ » 
The man we require must be ~ af yy would. be and the ability to guide and inspire his studio colleagues. This 
e Westminster Tess Group 
creative, experienced, versa- unusual opening for an able ad | position calls for a man who combines a fertile creative talent 
til d ble of ecuti Z ambitious young man Write in fire 
Ne and capabdie executin instance to Manager Birmingham 
Finished Lettering Gazette Ltd., Birmingham with organising ability for « is his task to captain the studio 
: LAYOUT ARTIUST required for the 
by offer a good salary Ses conthi eee Ke Pce, | team and to take part in conferences with contact directors and, 
an appy working condi- | esting and progressive »miment for ? . 
tions. 9 ee ae meen on when required, with clients. No specimens in the first place, but a 
. “perience and salary required 2 4 
Please write, giving full Box i42 Ad. Weekly 140 Fleet Sc BC4 | plain statement of qualifications, experience and salary required to: 
I rien YOUNG LAYOUT AND LETTERING . 
details of past experience and in cutiok te Laniee Vanes 
ule Vv cadctn 
salary required, but no speci- Magazine in the Textiles and Fash.on 


field Excellent oppor unhy for young 


ae Sor Sal Ag Weekty 100 Plect St BC4 THE MANAGING DIRECTOR R.C.N 


‘ Fleet PUBLICITY DEPARTMENT of a lead 
Advertiser's Wedkly, 180 St, ECA ing firm of mmercial V chick a 184 Strand Ww C2 
facturers waset y req } < , . 
you NG SRORTRAND TYPIST wamed | nthe t arac © 
cr bus 


y Fleet Street office of technical ther Show Arrangement 
adve ‘ris ng agency Wil be required Organisation ard dieplay t 
to help with detads Write statirg age should give details of their caperiemec 
experience and salary expected 10 and an indication of salary required 
Bou 343 Ad. Weekly 180 Fleet Si BC4 Box 426 Ad Weekly 180 Fleet St BC4 
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Na ET IS, 


SHC 


ADVERTISER'S WEEKLY 


APPOINTMENTS VACA 


MAND TYPIST required to train 
“5 secretary to Advertikement 
of well-known pernodical 
old established Fleet Sirect 
Companies Commencing salary f° 
Particulars of age, experience, ec.. vo 
Box 108 Ad. Weekly 180 Fieet Si BC4 
tor ‘phone: Stall Manager CHAncery 
ne44) 


Group of 


MACHINERY LLOYD 


Offers a fine opportunity, with excel- 
lent prospects, for a young man with 
some experience in space selling and 
with a knowledge of the engineering 
industry 
act as an additional representative tor 
the London area. Write now, giving 
full details of career to date, to 


MACHINERY LLOYD 
6 Caw .\leh Place, Regent St., W.! 


The successful applicant will 


A National 


ADVERTISEMENT REPRESENTATIVE 


Shilling Monthly Maga 
tine has a vVa.ancy for an cxperenced 
circulation Representative W cover the 
entife couniry Must have a 
knowledge of peried cal distribution 
Send details of age and experience 

Box 196 Ad. Weealy 180 Fleet St BC4 


ASSISTANT required in 
Product: an Department preferably 
conversant block charges Ether sex 
considered Apply Secretary John 
Haddon A&A Co Lid 12 Salebury 
Square, EC 4 


required for Group of Overseas Trade 
Journals Engineering (Contacts an 
advantage Full particulars to 

Box 444 Ad Weekly 180 Fleet St EC4 


LAYOUT MAN 


Experienced Layout man 
required to produce 
finished layouts and adap- 
tations. Knowledge of 
typography essential. 


SMEES ADVERTISING LIMITED 
3/5 Duke St., Manchester Sq., W.! 
Phone - Welbeck 0774 


ANY. AMBITIOUS Dagmar 


WEST END AGENCY hes @ vacancy for 


REPRESENTATIN ‘ w sculing 
space on technical rt Y send journals is 
inv.ted thos advertisement 
because vacancy Wiers tk the 
suc. cessful an opportunity { 
carning income with pros 
pects of manageme mt later Salary 
OmmMission and capenses Present staff 
know of his acancy Write full 


details age 
Box 398 Ad 


experience. ct 
Weekly 180 Fleet Sc EC 4 


a amart young gir! for Copy Despatch 
Department. Excellent opportunity and 
good salary for willing worker Full 
details age. experic ce and salary t 


Box 443 Ad. Weekly 180 Fleet St BC4 


256 


CLASSIFIED ADVERTISEMENTS 


AN EXPERIENCED POSTER SIIE 
INSPECTOR, aged 25/0, and of smar 
appearance * fequred by a large 
manula.turicg company having nation 
wide Outdoor coverage Duties would 
include evaluation of sites Making 
fecommendsat.ons for uprovement of 


showing and would involve travelling all 
over the country. thus being away from 
base tows some weekends Ihe 
man will find this 4& progressive and 
mMerevting job Write stating age and 
giving ay _— is of education 
oom ence 


Box 199 Ad "Weekly 180 Fleet St BC4 


EXHIBITIONS 


AND 


DISPLAYS 


An experienced man required 
for the Exhibitions and Display 
dept. of large National adver- 
tiser. Must be fully conversant 
with the work of organising, 
producing and erecting exhi- 
bition stands and displays. He 
should also be able to handle 
the details and routing of 
touring displays and exhibitions 
used in Dealers’ Showrooms. 
Designing ability would be an 
additional advantage Write 
giving full details regarding 
experience, salary etc., to 
Box 440 
Advertiser's Weekly, 180 Fleet Sc., £.C.4 


LAYOUT, 
required 
Must b« 


deas 
6178 


General and Lettering artim 
for growing adverts ine _ cy 
fully exper cnced 
Phone for appointment HOt bore 
Creviation Representatives desirous of 
extra monthly Magazine 
wNMmunicate with 
A Weekly 180 Fieet St BC 4 
n a REQUIRED ‘straight from An 
col not objected to) must be willing 
wo "2 odd jobs in a busy Commer.ial 


AAw Z 
Studios Lid 
venies Street, W.C.1 lelephanc 

Mt 'Seum 118) ‘441 
ADVERTISEMENT REPRESENTATIVE 

(experienced) dust have sound con 
Agents and Advertisers and be 
mubwity Write 

vy, staten@ salary 
Box 433 Ad. Weekly 180 Fleet St EC4 


In the West End Office of a Leading 


Shoe Manufacturer, an interesting 


and responsible post awaits a lady | 
Secretary-typist who can offer rapid } 
and accurate shorthand typing and } 


a knowledge of elementary book-keep- 
ing. She will assise 
Manager; five day week, 
lities, Write giving full details of past 
experience, age and present salary to 


Box 415 
Advertiser's Weekly, 180 Fleet St., £.C.4 


the Advertising 
canteen faci- 


MANAGER (W 


ARTIST. Leading London Avency r 
quires experienced lay Arust with 
previous agem y experience Good 
opportunity md tp salary t fie 
man Write fully see. experience and 
salary required to 
Box 458 Ad. Weekly 180 Pleer St PCS 


wan) reguired for Order 
Department of ok established pert 


odical-publishing firm Must be used 
to controtiing staff Part culars ree 
experience and salary required, in strict 


confideme to 
Box 309 Ad. Weekly 180 Fleet Si BC4 


CREATIVE LAYOUT ARTIST 
required tm take charge of small 
Studio in medium sized London Agency 
This a splendid opportunity for a young 
man with vision and imagination in a 
well established and expanding Agency 
Write in first instance, briefly out- 
lining experience and salary required 

23 


. 
Advertiser's Weekly, 180 Fleet S:., E.C.4 


ADY ERTISEMENT MANAGER 
REQUIRED for new hiy trade 
} ' vel ¥ str | 


REPRESENTATIVE 


required by Magnet Advertising Co 


Ltd, to work good 
sides 
proved ability need apply 


theatrical media, 

Only men with 

Wri 

9! Stoke Newington Church St. 
London, N.16 


curtains, etc 


PPOINTMEN 


VACANT 


EFFICIENT LADY 
taming = Agency 
ducuon work 
25 35 


required for 
aperietce in 

shorihand | typing ac 
Please write giving details of 
experience 


to 
Box 346 Ad. Weekly 180 Fleet St BC4 


ASSISTANT TO 
ADVERTISEMENT MANAGER 


of two trade journals (in London) re- 
quired—experience in space selling 
essential. Good prospects. Write to 


Ben 414 
Advertiser's Weekly, 100 Fleet Sc.,E.¢.4 


SEML-FPLEDGED = Product.on 
for rapidiy expanding 


Manager 
agemy / consult 


ancy bus.ocess Koow.edge of modern 

agency procedure cssentjal. Opportunity 

for youngiah man anxious to build good 

position tor himsecif State age a 

ence and proposed starting sala 

Box 449 Ad. Weekly 180 Fleet % BCs 
YOUNG ARTIST (about 20 25) requ red 


for South Coast Good 
layout and finished work 


standard of 
including 


jetterivg some knowledge of typo- 

graphy; abiity © work well with muini- 

mum of supervision A good oppor 
u tO gain practical experience Over 
feild. Write fs ily 


a we 
Box 450 Ad. Weekly 180 Fleet St BC4 


WANTED 


First class man with full know- 
ledge of mechanical production 
and advertising agency experi- 
ence (typesetting and process 


engraving. Printing not es- 
sential). Good salary for the 
right man. Apply in writing tc 
the 


STAFF MANAGER 
COLMAN, PRENTIS & VARLEY LTD. 
34 Grosvenor St., London, W.! 


MARKET — ARCH. Young man re 


quired by ondon Company in their 
Market Rese ) Department. Previous 
expericnce not casential as full training 
will be given Good prospects Only 
those keenly interested in and wishi-g 
to take up market research as @ career 
should apply to 

Box 445 Ad. Weekly 180 Fleet St BC4 


VISUALISER 
LAYOUT MAN 


Opportunity for experienced 
man with one of the largest 
agencies in the Provinces = 
ing on National and Technica 
accounts. 

A promising young man who has 
made creative work his metier 
is the man we want. 

Pension and  Profit-sharing 
schemes 

S. C. PEACOCK LTD., 

21, LEIGH STREET, LIVERPOOL 


wes et AR. ENED ADVERTISING 
ZENCY, London, requires cxperi 
aaa Assistamt’ Accoum Executive who 
has proved his ability to comrol detail 
and has good general knowledge of 
ms ertising Agency Practice This 

» Offers Outstanding opportunity 

r right man who will be working on 


a varicty of National Accounts Age 


should be under 35 Write in confi- 
dence giving full particulars of cxperi- 
ence and salary required to 

Box 416 Ad Weckly 180 Fleet St EC4 


ADVERTISING. 
COMMERCIAL 


PRODUCTION AND 
ART. 
quired to Studio Exccutive 


Asstam re 
North M d- 


lands. some experience of dealing with 
clients and good knowledge of block 
oO layouts 

wid be a recom 

2 Reply stating 

age. experience and salary requred to 


Box 442 Ad. Weekly 


180 Fleet St BCs 


FPepauary 9, 1950 


PPOINTMENTS VACANT 


WELL-KNOWN Animal Welfare Organ 


pubi and cxttensive know- 
ledge of public reiations work Some 
administrative knowicdgee 

allied to good personal.ty and an ability 
to supply ideas and work them out 
himself on a pract.cal basis. Excellent 
prospects for promotion Immediate 
Salary £500 p.a. according to age and 
abulity 


Box 457 Ad. Weekly 180 Fleet St BC4 


PUBLICITY EXECUTIVE 


with technical background required 
or well-known engi orm. 
Experience in editorial work and 


agents 
rie fully stating age. 
ay and salary required w 


&. «. & F. TURNER LTD. 
Vauxhall Works, ipswich 


ACCOUNTS EXECUTIVE with persona! 
connection required by small progres 
sve agency. Good terms and possible 
interest in Dusiness for right man — 
staf’ are aware of this advertiseme 
Box 460 Ad. Weekly 180 Pieet roy "BCs 


PUTNAM STUDIO 
requires 
FIRST CLASS 
LETTERING ARTIST 
top salary and good prospects 
for the right man. ‘Phone 
Grosvenor 2585 for appointment 


Il Down Street, Piccadilly, W.1! 


— 
INTERESTING work for important 
National Advertisers awaits a young but 
experienced lypographer capabie of 
handi.ng competently press advertusement 
adaptations and the details of cata 
jogue and book work. Advertisers are 
smal! London Advertis.ng Agemy 
whose staff know of this announcement 
Box 456 Ad. Weekly 180 Fiect St BC4 


ADVERTISEMENT REPRESENTATIVE 
for Radio Publication and to assist in 
office duties London Agency 
Exceliemt opportunity for one with 
previous experience in Agency work 


For applications to he considered 
state age, experience and salary 
desired to 
Box ““R” PARRS 


121 Kingsway, London, W.C.2 


PUBLICITY ASSISTANT required by 


Manufacturers of Elecyical Control 
Devices (London) Appl camts should 
be qualified by education, perw wnality 


and experience to proceed in due course 
to status of Advertising Manager of an 
up-to-date organisauion Essentials in- 
clude engineering background and actual 
experience in the preparation 

technical literature, press advertising 
editorial handouts snd in organ:sing 
exhibitiors: with ability to co-operate 
in these matters with the firm's Adver 
tising Agents. An initial salary of £600 
is comtemplated. Reply wth full details 
of education and cx 
Box 459 Ad. Weekly 


THE FLEET ILLUSTRATING 
SERVICE LTD. 


are making a critical search for really 


FIRST CLASS ARTISTS 
for their new studios in the following 
departments 


STILL LIFE LETTERING 
RETOUCHING 


This advertisement applies only to 
those who have had a sound Agency 
or Studio experience. The poskions 
offered are weil paid. conditions ideal 
with five-day week and Opportunitics 
for progressive advancement. If you 
think that one of the positions might 
suit you, write in corfidence to the 
Managing Director (no specimens) 
giving full history to date 


10 ARGYLL STREET, LONDON, V/.' 


rience to r . 
180 Fleet St BC4 


URGENTLY WANTED, Storthand 
Typist, preferably some exper ence of 
advertising monthly f agazine 


Excellent opportunities of adv 
Call e. a Childhood, 12/3 Shoe 
Lane 
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Fesruary 9. 1950 


NORTH EASTERN GAS 
BOARD 


PUBLICITY & PUBLIC 
RELATIONS OFFICER 


Applications are invited for 
the above appointment in the 
Commercial Department at the 
Headquarters of the Board in 
Leeds, at a salary of the order of 
£1,000 per annum. 

Candidates should have sound 
knowledge of and experience in 
and be competent to plan and 
organise Press and Poster Ad- 
vertising, the Layout of Show- 
rooms, Window Displays and 
Exhibitions and, further, be 
capable of undertaking other 
duties performed by a Public 
Relations Officer, including 
Press liaison work and the 
preparation of a House Journal. 

The successful applicant will 
be required to pass a medical 
examination and to subscribe 
to such scheme of superannua- 
tion as the Board may introduce. 

Applications giving age, quali- 
fications and experience, to- 
gether with the names of three 
referees, should reach the 
undersigned not later than 
Friday, 24th February, 1950. 


4. C. GARDNER, 
Secretary 
Bridge Street, 
Leeds, 2. 


EXPERIENCED first-class flushed lene 
img artist Phone for appoimtmen 
Studio Briggs Lid. Mil'Scum 8434 


APPOINTMENTS WANTED 


ADVERTISING MANAGER 
a2 posuon with prospects 
sound experience in all forms of adver 
teing. producton, displays, exhibitons, 

uts, and finished artwork 
Box 410 Ad Weekly 180 Ficet St ECs 

YOUNG MAN with Agency experence 
secks pow at Jumor Copywriter. Good 
references 
Rew 297 Ad Weekly 180 Plee: St BCs 

ROTAPRINT OPERATOR secks post 
with prospects and responsibility 
Box 340 Ad. Weekly 180 Flect St EC4 


ADVERTISING 
MANAGER 


M.1LALMLA. 


seeks 
Age 31 


Requires Change 


with increased opportunity and respon- 
sibility. Age 38. 18 years’ experience 
in Advertising, Agency trained, NOW 
ADVERTISING MANAGER for weill- 
known London Co. inaugurated Adver- 
tising Department « launched 
National and Trade Press campaign 
covering all aspects of Sales Promotion 
First-class all-round knowledge of 
producing advertising catalogues. 
direct mail, posters hibitions. Han- 
died complete advertising 
covering Fashions, Fabrics, 
Engineering subjects 

strator 


1 Oo Managing Directors or Sales 
Managers wishing to boost their 
products or launch » new line 

es Respected) Write 


admin. 


APPOINTMENTS WANTED 


ADVERTISING AND MARKETING 
EXECUTIVE, AMERICAN TRAINED. 
Aze 40. Continuous experience under 

buyers’ market" conditions in success. 
ful advertus.ng (sa figure appropria ior) 
market and copy 


Travelied abroad and thr 
K. Shortly avatlad 

solid cuperience 

valued 

Box 450 Ad. Weekly 180 
YOUNG SUCCESSFUL Technical 
pesouse miative seeks 

Ler Weill 
c ounties 


instuative 


Pleet St 


connected 
Exceliem selling 

Box 4% Ad. Weekly 
PHOTOGRAPHY. 


180 Fleet & BC4 
Well-known London 
creative advertising and fashion photw 
erapher Gesires . hange 
Box 461 Ad. Weekly 180 Fleet Sit Ex4 
ae Sy, 'D & NERAL ti ~ STRA 
(29), Nationa! dipioma ji ration 
Ly ow A spec alist mn 
exploded drawings all 
reproduction. seeks powtion 


marine 
methods 
nm go-ahead 


mm 
Ad. Weekly 180 Fleet St BC4 
PUBLICITY MANAGER (© importan 
group secks Lordon 
Prolific writer Salary 
£1,200 
Box 451 Ad 


Weekly 180 Pleet St BC 4 


Experienced and live Advertis- 
ing and Publicity Manager of a 
famous nationally advertised 
product seeks change. First-rate 
salesman, of proved ability, with 
tremendous enthusiasm Can 
fill a really responsible executive 
position. 
Box 400 
Advertiser's Weekly, 100 Fleet Se., E.C4 


WANTED. VACANT DESK in 
or firm where hard woras 
esechcy routine gy? 
werseas adverimcr, four 

arcy maticr” would be 
Box 452 Ad. Weekly 

WOMAN JOURNALIST 
WRITE spec alised ‘ 
feminine “interest 


agency) 


certain 


180 Pieet St BC 4 
Orginal creative idea» 
some agency capermemec, secks DOs as 
jumor copywriter 
Box 653 Ad. Weekly 180 Fleet Si EC 4 
VERSATILE ‘ BEA TIVS ARTIST. 
ideas 
large 


YOUNG MAN, 


Of a8 Member of creative tcam 
348 Ad. Weekly 180 Ficet St EC 4 
16 hours day gives you the antag 
of having an cx-Servieman in your 
temporary cmpioyment. coverme 
work typing. ciercal and = driving 
Contracts now accepted 
Box 411 Ad. Weckly 180 Fleet Si EC 4 
SHORTHAND. TYPIST. — Privave 
Clerks. etc if 
need of staff, contact 
. Excel House, Whitcomb Sureet 
bitehall 5924 We 
eet in efficient personne! 
STENCIL CUTTER, with four and a 
half years expericme im Silk Screen 
Cutting Good 
years of 
180 Fleet St 
print 


henuse 


uc 
£C4 
seeks 


EXPERIENCED 
chan 
Box 344 Ad. Weekly 


VISLALISER. Creative 
top fligm I 


buyer 


180 Fleet St EC 4 
caper.crced —at 
ondon agency 


Weekly 180 Fleet St BC 4 
ILLUSTRATOR exploded 
ctc., sampics svailabic 
Box 434 Ad. Weekly | 
LITHOCRAPHER. 
knowledge all procemes, Paper 
mating ct requires appointment 
Advertsing Agents oF 


) Fleet St EC 4 
Practica 


CREATIVE ARTIST. suds 
caperence, now fear re 
leticring and 
develop still 
twentics, now 
consider reasonabic of 
Box 447 Ad Weekly 


and agency 
stag.ation on 


r 
180 Fleet St BCs 


APPOINTMENTS WANTED 


temaic) TOQUNTS POR’ & asvistan: 

artiat Mudio cuperience 

Leas. 12 St. John’s Aveouc, Putney 

ENERGETIC FRODUCTION MANA. 

. socks progresive chanac 

for cfeative abiiny 

M45 Ad. Weekly 180 Pilees St 

DISPLAY ARTIST, creative 
“udio experience, seeks 

with prospects. Age 37 

Box 454 Ad. Weekly 
FASHION or 

caperience, sock 


nce 
all-round 
appointme Mm 
180 Fleet St BCS 
Q?). two years 

ve pow in 
fashon 


wdio 
Boa 428 Ad. Weekly 180 Fleet St BCS 


BUSINESS OPPORTUNITIES 


PHOTOGRAPHIC 
PRINTS 


Any Size — Any Quantity 
Write or Phone 


PHOTOWORK LTD. 


AND 
LILYWHITE LTD. 
73 Baker Street, London, W.! 

Tel. Welmeck 0938/9 


The proprictor of 
shed publications 
catering x“ 


two estab- 
capabic of 


TEEN-AGERS 


in Great Brnain and Ireland 

as) = 6wel os 86meny ovetscas 

readers & Open w consider 

offers to finance and participate 

m large scale developmen of 

curculation an advertising 
revenue 


Bos 439 
Advertiser's Weekly, 160 Fleet St, £.C.4 


LIVE LONDON 
Leading Weekly 
Midiands (residential and 
arca), seeks real go-get 
representation Agen Well estabinncd 
substantial circulation steadily increas 
ing. carries good quota of local adver 
tena but wishes to extend in national 
ficid Write 
Box 446 Ad 


AGENT WANTED 


newspaper in 


Weekly 180 Pleer St BC 4 


MANAGING DIRECTOR 
GOOD SECURITY and excellent 
opportunity for Managing 
Director to control investment 
in old established Publishing 
House. C/A Balance Sheets show- 
ing good profits on a share capital 
of £10,000. The Company owns 
and publishes 12 Trade Journals 
and 185 Annual Publications 
carrying big Advertising 
Revenue onsiderable assets 
and complete control offered for 
£10,000, or part investment 
could be arranged. 


Box 44! 
Advertiver's Weekly, 160 Fleet 5¢., E.C.4 


FREE LA SERVICES 


a YG HOLY reliable and exper _ ae 
nt i connected with the JEW 
tery “pRADE could make « aed 
representing Clase Foreign 
Jonanals pertkelars to 
Publicte Horlogere Tour de lle 
Geneva (Switzerland) 
GOOD LETTERING, etc. | 
you e8perienced awimtance at 
hares W. Gardiner. 12 
Mansions. Rosebery 
TYPOGRAPHY | for 
finshed os 
Mark-ups contac 
Box 386 Ad Weekly 180 Fleet St BCS 


can offer 
reasonable 
Barnstanie 
Avenue, EC 1 
eas and copy 
jom and type 


| 
i 
| 
| 


ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS | Saas 


ILLUSTRATIONS MAKE SUQH 
A DIFFERENCE! 
For dlustrated duplicating. hand 
drawn of photographic stencils 
Ring REGert 178) 
CURTON SECRETARIAL SERVICE 
2 Queen Street, Mayteir, Wt 


mill-ife 


COMPETENT FIGURE, tevter- 
ve 


Moderate charges 

Box 446 Ad. Weekly 180 Pieet St BOS 
ARTIST EXPERIENCED FIGURE, 
Generai, leuernng and Layouts, requires 
Freeiame Work or Desk in Studio 
Box 417 Ad. Weekly 180 Pleet Si BOs 


ACCOMMODATION 


ADVERTISER would like 
have desk im Office in Fleet Street area 
where an hour of twos work might 
sao mally be dome in the evening 
Box 455 Ad Weekly 180 Flee: St BCS 

LANCASHIRE COAST, ~~~ 
Southport, Morecambe. Wainey | 
Barrow-in-Furness, etc 

the seaside” 


Permission to 


Drincipal seaside 


resorts Re-primed 
each month 


No obligation whatwocver 
National Incorporated 
Estare Ages. 
Coronation Street 
Black pool 647 
STL DIO ACOOMMODATION for good 
still-life and é¢etiering artists 
heating and tele 
William Owen Studio in 
Lane Fiect Street, F£ « 

FURNISHED FLAT, 
Sydenham 3 rooms 

we Suit business coupic 7 
Box 453 Ad Weekly 180 Meet & BC 


MISCELLANEO 


EDMAR 
PRINTING METALS 


LIMITED 


bght.ne 


Ground 
use 


Manoging Otrector 
€. J, HARRISON 


PRINTING METAL 
MANUFACTURERS 


LINO, STEREO AND 
MONO TYPE METAL 


Telephones 
MITCHAM 2231, 168! 


EDMAR WORKS 
MILL GREEN RD., MITCHAM 


SPECIAL ANNOUNCEMENT 


See January 19 issue of Adver- 
tiser’s Weekly pages 125 and 126 
for the Advertising Services & 
Supplies Section. February 16 
will be the next issue containing 
these services. 
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ADVERTISER'S 


Tuurspay, Fesruary 9, 1950 


(45 /-overseas) 


12H: ERY ae 5,000,000 people see Younger Budget 
Films in nearly 1,200 cinemas through- 


Out the country every week. 


the campaigns run as planned, with 
clockwork regularity. 


} BECAUSE the cost of this national campaign can 
be as low as 2s. per thousand viewers. 

Because those 5,000,000 viewers sit relaxed, absorbed by 
the unfolding tale on the screen. There are no distractions, and 
that means extra pulling power. No competitive products in 
the same film — just absolute concentration on one brand while 
its story is brought vividly to life in motion pictures. 

And not least, because Younger Budget Films have been 
giving solid service for more than 24 years. Youngers’ long 
experience of selecting cinemas and their knowledge of making 
effective films are at your disposal. 


COLOUR TO0 Live model and cartoon colour films 


are a well-established Younger Service. These first-class colour 

films cost no more to exhibit than black and white films. 
The full facts about Younger Budget Films are 

given in an illustrated booklet “ Extra Pulling Power.” 

A copy will be sent on request. Ask to see the latest 


YOUNGER 
BUDGET FILMS 


A. H. McISAAC, DIRECTOR OF NATIONAL SALES, 


YOUNGER PUBLICITY SERVICE, LIMITED, 
28 ALBEMARLE STREET - LONDON - W.i - (REGent 6593) 
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STOP PRESS 


SOUTH COAST GROUP 
ADDS EXTRA PAPER 


“Folkestone —— eg > 
hed Wednesdays, 
South Coast Group, re Feb. 
ruary 1. Group now comprises 
eleven papers, each with own 
editor and sphere of influence. 
No change in individual adver- 
tisement rates, but combined 
flat rate becomes 45s. s.c. inch, 
for ABC. net sale 136,963 
weekly. 


Sir William Crawford has re- 
cently undergone serious opera- 
— Stated to be going on very 
we 


DAVIS RESIGNS FROM 
BENTALLS 


W. N. Davis has resigned pest 
of publicity and a 
tion controller for talls 

Kingston-on-Thames, to 
found publicity 
omes managing 
Norman Davis Ltd. with offices 
in Piccadilly Mansions, Picca- 


| ~. Circus; co-directors 


E. Morgan, mana 


j am Morgin & Swan 2 


and A. A. Avery, chairman, 
Averys Services. 
Davis has wormed, with 


“Sunday Express” states that 
by third instalment of Rommel 
serial, circulation rose by more 
than 100,000, bringing total to 
over 2,850 000. 


Fred Addison, pensioner of G. 
Street & Co., died on Monda 
aged 75. Had been 55 years wi 
company, and a pensioner for 
six years. Last position was as 
receptionist. 


Leon Goodman, John Ross- 
wick, Chas. W. Stokes repre- 
senting Publicity Club of Lon- 
don this week-end at meeting 
in Amsterdam of Feédérat 
Internationale des Clubs 
Publicité. 


Alan Whitworth, director, In- 
corporated Society of British 
Advertisers, addressed Publicity 
Club of Portsmouth and South- 
sea in “Watching the interests 
of advertisers,” on Monday. 


Published by the ee BUSINESS PUBLICATIONS, Led., at their office, at 180, Fleet Street, London, E.C.4 


(Phone : Chancery 6644) 
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